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ough Proofs 


The Clay Products Association 
introduces a new and practical 
note into all this postwar planning 
py including as one of the steps in 
the industry program, “Planning 
of funds.” 

F¥ 


“Caught with his sales resist- 
ance down!” headlines the Chicago 
Herald-American, while “Don’t get 
caught with your signs down!” is 
the way Meyercord puts it. Doesn’t 
an advertiser ever get caught with 
his pants down? 


¥ 


Fibber McGee, Mechanix Illus- 
trated says, is a confirmed home 
workshop fan, and that probably 
explains why he has never found 
time to clean out that hall closet. 


The Swedes, says the Diary, are 
the most civilized of people, but to 
do justice to a full display of 
Smorgasbord demands civilization 
plus a dash of the old Viking 
spirit. 


7, F 
“The United Labor Front,” a 
non-existent publication, signed 


up $250,000 worth of advertising 
by phone before the cops closed 
the joint. Space buyers are such 
ingenuous souls. 


If other newspapers emulate the 
Louisville Courier - Journal and 
Times in summarizing the ads they 
can’t print, an advertiser without 
a budget would do all right if he 
could always pick the papers 
which couldn’t handle his copy. 


=e 


With 52 years in advertising be- 
hind him, and 25 with Erwin, 
Wasey, John W. Sturdivant has 
been elected a vice-president. They 
probably decided he intended to 
make it a permanent job. 


Mutual Benefit Health & Acci- 
dent is going radio via Mutual 
Broadcasting System. This sounds 
like such a logical idea that maybe 
some bright lad will get the Gen- 
eral Broadcasting Company under 
way. 

7. 


Spokane’s “pin-up gal of the 
week,” luscious Lorraine John- 
son, works in the office of the 
inspector-general of the Army air 
depot, and without doubt gives the 
Inspectors plenty to do. 


Then there was the scholarly 
young woman who decided after 
long and careful research that 
Sailors are not interested in gram- 
mar—they always end a sentence 
with a proposition. 


Good little salesmen will un- 
doubtedly include Fred M. Vinson, 
Director of Economic Stabilization, 
in their nightly petitions from now 
on. He has decided that they can 
continue to collect commissions on 
the same basis as heretofore. 


International Salt has just an- 
nounced its advertising plans for 
1944, and if some company in this 
field has a good export trade, it 
has the permission of Rough 
Proofs to start calling its product 
the salt of the earth. 


_NIAA seems worried about pos- 
sible “unbalance” between edi- 
torial and advertising in industrial 
publications, and is no doubt plan- 
ting to do something about it if 
the unbalance starts moving the 
other way after the war. 

Copy Cus. 


21 1-2 Million for 
‘A3 Is Foote, Cone 
& Belding Record 


New Agency Gets, 
Hangs Onto, Former 
L & T Accounts 


By S. R. BERNSTEIN 


Chicago, Jan. 13—When the 
great advertising agency of Lord 
& Thomas was dissolved with dra- 
matic suddenness at the end of 
1942, and Albert D. Lasker, its 
heart and soul, announced that this 
time he was retiring permanently 
from the advertising business, the 
advertising world—not excluding a 
Lord & Thomas client or two—was 
stunned and incredulous. 

When Mr. Lasker announced 
that Emerson Foote, Fairfax M. 
Cone and Don Belding, executive 
vice-presidents of Lord & Thomas 
in the New York, Chicago and Los 
Angeles offices, respectively, would 
organize an entirely new agency 
under their own names and take 
over the offices and the physical 
assets of Lord & Thomas, the reac- 
tions ranged from downright dis- 
belief to sad shakings of the heads. 

There were those—and there 
still are some—who refused to take 
the laconic announcement at its 
word. It was inconceivable, they 
said, that Albert Lasker had ac- 
tually withdrawn from the adver- 
tising business. In all likelihood, 
they suggested, Foote; Cone & 
Belding was just another corporate 
name for Lasker. As the going got 
tough, they told each other—in 
three months or six, or a year— 
A.D. would emerge from his sud- 
den retirement and take up the 
job of repairing the cracks which 
were sure to develop in this new 
operation. 


Comparatively Unknown 


Who, after all, were Messrs. 
Foote, Cone and Belding? Belding, 
it is true, had achieved a position 
of some distinction on the West 
Coast, where he could probably 
hold on to some accounts which 
he had served at Lord & Thomas. 
But Foote in New York and Cone 
in Chicago—who were they, what 
did they look like, what accounts 
did they control? 

How could a couple of compara- 
tive newcomers, a couple of babes 
in the woods, a couple of uninflu- 
ential fellows who had spent most 
of their time on the creative side, 
hope to withstand the pressure 
that was sure to be put on every 
Lord & Thomas client by hundreds 
of aggressive new-business men in 
other agencies? So the talk ran, as 
the field waited, expectantly, for 
accounts to switch, for rumors to 
grow into fact, for the “inevitable” 


(Continued on Page 50) 


Who's doing what? 


See ‘Getting Personal,’ 
Page 44 for ‘inside info.’ 
Other features: 
Ad-libbing ............... 


Business Paper Figures...... 
Coming Conventions .. 


Diary of an Ad Man......... 32 
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Photographic Review ............. 53 
22 
Voice of the Advertiser... . 26 


NEW JEEP FIGHT 


Minneapolis-Moline Power Implement 
Co. is the newest contender for Jeep 
honors, with this full page in newspapers 
asserting it built the first Jeep for the 
Army in 1940. The "editorial" material 
surrounding the display ad consists of 
letters from official personnel, backing 
up this stetement. 


Radical Changes 
Seen in Postwar 
Merchandising 


New York, Jan. 14.—Market re- 
search and advertising, because of 
the war, have become of supreme 
importance to industry, but past 
practices will have to be over- 
hauled to meet complex problems 
arising from new peacetime prod- 
ucts and greatly changed consumer 
buying habits, it was emphasized 
here this week at the American 
Management Association’s two-day 
marketing conference, Jan. 12-13. 

Facts about the tremendous 
transitional job facing industry in 
the postwar period, and concrete 
recommendations for making the 
task easier were presented to more 
than 800 marketing executives who 
attended. 

The extent to which governmen- 
tal controls will affect postwar 
marketing was reviewed by sev- 
eral speakers, including Richard V. 
Gilbert, OPA economic adviser, 
who recalled that at the end of 


(Continued on Page 48) 


New Termination Clause 


Okays Ad Commitments 


Autos This Year’ 
Seen: Lift Ban on 
Tin Can Products 


But WPB Refuses to 
Lift Steel Ban 


on Civilian Goods 


Washington, D. C., Jan. 14.— 
Talk of reconversion reached a 
new high pitch this week but 
actual plans suffered a setback to- 
day after the War Production 
Board flatly refused to lift its ban 
on use of steel in 646 civilian 
items. 

In issuing a general policy state- 
ment regarding civilian goods pro- 
duction, the WPB rejected a 
recommendation of its steel di- 
vision that the conservation order 
covering steel products be erased. 

The WPB’s committee on clear- 
ance of orders announced after an 
all-day meeting yesterday that 
steel would soon be released to 
permit improvement in the quality 
of essential civilian products now 
employing substitute materials. In 
its statement, the WPB said that 
although there is no steel shortage, 
any relaxation of the drastic limi- 
tation order would contribute in- 
directly to shortages of other ma- 
terials which are still scarce. 


Tin Cans Unfrozen 


In the meantime, the newly- 
elected board of governors of the 
Can Manufacturers Institute, hold- 
ing its first meeting in New York, 
was making happy plans for re- 
suming production of a long list 
of containers under WPB order 
M-81, issued last week, and a 
flurry of excitement over the im- 
minence of civilian automobile 
production developed in Detroit. 

F. J. O’Brien, reelected president 
of the can institute, said that 
limited amounts of goods packaged 
in tin may appear on retail shelves 
within the next few months, but 
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Last Minute News Flashes 


McKesson Boosts Budget to $2,500,000 


Bridgeport, Conn., Jan. 14.—McKesson & Robbins has appropriated 


$2,500,000 for its 1944 ad budget, 


representing an increase of about 


$500,000 over that of 1943, L. M. Van Riper, vice-pregjident in charge 
of advertising, told ApverTiIstInc AGE today at the annual conference 
attended by executives from most of the 64 houses of the McKesson 


organization. 


In addition to maintaining and expanding media for its 


six nationally advertised products, a coast-to-coast radio program will 


be inaugurated over the Blue Network, starting in March. 


J. D. 


Tarcher, president, J. D. Tarcher & Co., and Neal Ivey, president, Ivey 
& Ellington, the two agency heads on the various McKesson products, 


attended the conference. 


King Named Treasury Ad Section Chief 

Washington, D. C., Jan. 14——Sherwood King, for many years as- 
sociated with New York and Chicago agencies, and for the past two 
yeas associate chief of advertising for the Treasury war finance di- 
vision, has been promoted to chief of the advertising section, replacing 
Thomas H. Lane, who is now director of advertising, press and radio. 
Mr. King has been with Sears, Roebuck & Co., and with Fuller & 
Smith & Ross, New York, and Lord & Thomas. 


Van Camp’s Plans Lopez Show on Mutual 

Indianapolis, Jan. 14.—Van Camp’s, Inc., will sponsor Vincent Lopez 
and his orchestra over about 100 Mutual stations, Wednesdays and 
Fridays, 1:30-1:45 EWT, for Tenderoni and other products. Starting 
date has not been set. Calkins & Holden is the agency. 


‘Reasonable’ Sum 
Considered as Cost 
in Settlements 


Washington, D. C., Jan. 12.— 

Advertising commitments are rec- 
ognized as a legitimate claim 
against the government in the set- 
tlement of terminated war con- 
tracts, the administration ruled 
this week in adopting the Baruch- 
Hancock standard termination 
clause, with its accompanying 
formulas for the determination of 
costs. 
_ By specifically writing advertis- 
ing allowances into war contracts 
in event of cancellation, Mr. 
Baruch has apparently headed off 
any possibility that the comp- 
troller general, or any other ac- 
counting official, would be able to 
upset settlements that make rea- 
sonable allowance for normal ad- 
vertising activity. 

Since all advertising, including 
limited allowances in cost-plus- 
fixed-fee contracts, has already 
been challenged by the comptrol- 
ler general’s office, representatives 
of all procurement agencies had 
been urged to clarify the status of 
advertising by writing it into con- 
tracts. Under traditional govern- 
ment regulations, advertising has 
never qualified as a cost, but lim- 
ited amounts of specialized ad- 
vertising in trade and technical 
journals had been accepted as 
administrative expense. 


Keep Trade Names Alive 


Under the renegotiation law, 
price adjustment boards are per- 
mitted to make allowances above 
cost, including extra payments, to 
permit converted industries to con- 
tinue advertising in order to keep 
brand names before the public. 

Since terminated contracts are 
settled on a cost basis without 
benefit of renegotiation, fear had 
been expressed that these addi- 
tional allowances would not be 
available, particularly if the comp- 
troller general succeeded in his 
plan to get Congressional authori- 
zation for his office to make a full 
review of all settlements. 

Adoption of the uniform article 
on termination for war supply con- 
tracts of all agencies was the first 
step in development of demobiliza- 
tion machinery, now being de- 
signed by Mr. Baruch, as chairman 
of a special unit in the Office of 
War Mobilization, and Mr. Han- 
cock, assistant to Mr. Baruch, and 
chairman of the joint contract 
termination board, composed of 
representatives of all executive 
agencies. 

In transmitting the standard can- 
cellation clause to OWM Director 
Byrnes, Mr. Baruch emphasized 
that this would merely be his first 
proposal on termination, with de- 
tailed reports on other phases of 
the problem, as well as surplus 
property disposal, yet to come. 


Existing Contracts Amended 


Mr. Byrnes promptly ordered all 
procurement agencies, including 
all branches of the armed services, 
to amend existing war contracts to 
include the new termination pro- 
vision. 

The termination clause itself 
provided two types of settlements 
for the unfinished work, the first 
based on a fair and reasonable set- 
tlement through negotiation; the 
second, through the application of 
a special formula that would per- 
mit a maximum profit of 6% on 
work in process. 


Of particular significance to 
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marketing interests, however, were 
the principles for determination of 
cost, a new set of accounting 
guides which will perform the 
function formerly filled by the War 
Department Procurement Regula- 
tion 15, and the private termina- 
tion handbooks of other individual 
agencies. 

Departing from the rather vague 
provisions in all previous manuals 
regarding advertising, the Baruch- 
Hancock document declares that 
“Advertising expense to the ex- 
tent consistent with a prewar pro- 
gram or to the extent reasonable 
under the circumstances” shall be 
considered as a cost in settling the 
contract. 


Based on Nelson Formula 


Considerably broader than any 
previous rating of advertising as 
a cost, the clause was admittedly 
designed to protect concerns which 
had committed themselves to their 
customary advertising programs, 
on the basis of revenue anticipated 
from war work. On the other 
hand, responsible officials point 
out, it is expected to keep adver- 
tising charges “within bounds.” 

The Baruch-Hancock ruling on 
advertising was apparently based 


on a formula advanced by Don- 
ald Nelson more than a year ago, 
but rejected in the operations of 
renegotiation boards. At the time, 
Mr. Nelson suggested that renego- 
tiation boards should permit allow- 
ances based on normal advertising 
expenses, to enable converted in- 
dustries to maintain brand names 
before the public. Such allow- 
ances, Mr. Nelson insisted, “should 
be smaller than the money re- 
quired to promote the product in 
a normal competitive market.” 
Additional light on the full mean- 
ing of these provisions would be 
left, Mr. Baruch explained, to 
administrative regulations, man- 
uals and instructions. In stating the 
general accounting principles, he 
made clear that the clause was 
intended to cover direct and indi- 
rect manufacturing, administra- 
tive, selling and distribution costs 
which are “reasonably necessary” 
for the performance of the con- 
tract, and “are properly allocable 
or apportionable to the contract.” 
Mr. Baruch explained that the 
advertising clause and _ several 
others had been specifically de- 
scribed “because of their particu- 
lar significance.” Like the other 
cost items, he said, they should be 


included “to the extent that they 
are allocable.” 


Dodges Controversy 


The Baruch clause made no 
mention of an accounting review 
by the comptroller general’s office, 
completely skirting the jurisdic- 
tional controversy that has raged 
between Comptroller General 
Lindsay Warren and the procure- 
ment officers of the military serv- 
ices. 

By specifically including adver- 
tising as an item in the contract, 
it was believed that the clause 
completely removed advertising 
allowances from jeopardy regard- 
less of whether or not Congress 
orders Mr. Warren to make a de- 
tailed study of each settlement. 

Unfriendly to advertising, Mr. 
Warren recently instructed repre- 
sentatives of his office to disallow 
payments for certain advertising 
which had already been certified 
by military auditors in the settle- 
ment of cost plus fixed fee con- 
tracts. Asserting that advertising 
was not specifically covered in the 
contracts as an item of cost, Mr. 
Warren is attempting to recover 
payment from the firms. 

The standard termination clause 


WHAT’S GOING TO HAPPEN 
TO THE BUILDING INDUSTRY 


DO YOU WANT YOUR CUSTOMERS 10 


WAIT FOR THE “HOME REVOLUTION’? 


POST-WAR 


LOW PRICE HOUSE 


act 


blic Does Not Want 
y Buildings 


or or Cod— 


we are the 
original 
debunkers of 
revolutionized 
homes... 


We were the first and only publica- 
tion in the building field to come 
out flat footedly against most of 
the revolutions that are supposed to 
take place in the 194X house. 
While other publications toadied to 
companies to whom they could sell 
ads for so-called ‘‘advancements,”’ 
we got only threats, derisions and 
snubs. But now that advertising 
space is about to be rationed, some 
other publications are coming back 
to the middle of the road again and 
listening to their readers, who are 
in the best position to know what 
is going to happen when the war 
is won and our boys are back in 
the U. S. A. After all, the only way 
to gauge the value of a publica- | 
tion's leadership is to ask its read- 
rs.—' Nuff said. 


On the left side of this advertise- 
ment are a few samples of edi- 
torials, 
Letters (dating as far back as the 
early part of 1942) published by 
PRACTICAL BUILDER in the interest 
of keeping the postwar home on 
a practical and realistic plane. 


RACTICAL BUILDER 


E. VAN BUREN ST. 


research bulletins, Red 


(5) ILL. 


But we weren't satisfied merely to debunk. That was important, yes. But even more important is the 
job of pointing out what the postwar home could really be and look like. This PRACTICAL BUILDER 


has done in its January issue—a great editorial job which will lead the building industry in 10,000 com- 
munities into a brilliant postwar home building era. 


A few extra copies are available. If you are connected with the building industry write for one. 


will be incorporated in contracts 
of the War and Navy Departments, 
Treasury, Maritime Commission, 
RFC subsidiaries, and Foreign 
Economic Administration. It was 
completed Dec. 31, after six weeks 


of negotiation under direction of 


Mr. Hancock. 

Mr. Baruch gave a few previews 
of some of his future decisions: 

1. A way must be found to 
apply the contract termination 
clause to subcontractors as well as 
prime contractors. 

2. Payment must be expedited 
so that productive capacity can be 
fully utilized for war and peace, 
destroying the dangers of unem- 
ployment and inflation. 

3. Adequate records and meth- 
ods of preventing and detecting 
fraud must be developed to safe- 
guard the public interest. 

4. Government-owned materials 
and equipment must be removed 
so that plants of contractors and 
subcontractors will be clear within 
60 days. 


Berg Elected Head 
of Louisville Club 


James A. Berg, with the public 
relations staff of Seagram-Dis- 
tillers Corporation, has been 
elected president of the Advertis- 
ing Club of Louisville, Ky. He 
succeeds Jerry Kannapel, formerly 
advertising manager of the Ken- 
tucky Farmers’ Home Journal, who 
has been inducted into the Army. 

Other officers elected were: 
Lawrence Dahl, Louisville Gas & 
Electric Company, and W. Boyd 
Hoskinson, Audubon Press, vice- 
presidents; Henry C. Colgan, Col- 
gan Company, secretary; and 
Ralph Waters, Lincoln Bank & 
Trust Company, treasurer. Mrs. 
Stephen Wright, Stitzel - Weller 
Distillery, who was named a direc- 
tor, is the first woman to hold 
office in the club. 


Cobb Opens Agency 

J. Walter Cobb Jr., for- 
merly of Gourfain-Cobb Adver- 
tising Agency, Chicago, has opened 
an agency bearing his name at 128 
N. Court Ave., Memphis, Tenn. 
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Court Limits 
AP Restraints 


on Applications 


Washington, D. C., Jan. 13. 
Under a formal order which stijj 
may be appealed, a three-judge 
federal court ruled today that thal 
Associated Press can not observe 
bylaws which let its members cons 
sider the competitive effects of 
applications for membership. 

The court ruled against the gov. 
ernment, however, in dismissing 
its complaint that the recent 
acquisition by the AP of Wide 
World Photos, Inc., was illegal, 

John Henry Lewis, special assist- 
ant attorney general and a govern- 
ment counsel in the AP case, 
termed the decree “a significant 
victory” which greatly strengthens jj 
future enforcement of the anti- 
trust law. Only when the press 


association corrects the bylaws re- }wi 


garding membership, he said, will 
the court give consideration to any | 
application to modify portions of 
the decree enjoining AP in other § 
particulars. 


Until such correction has been ™ 


put into effect, he said, “AP is 
enjoined from withholding its 
services from non-members of 
AP; various newspaper members | 
of AP are free to furnish local } 
news they gather in their respec- } 
tive communities to UP, INS and} 
other agencies competing with AP; 
and the cartel agreement between 
AP and the Canadian Press is can- 
celled.” 

The order provided 60 days in 
which an appeal may be taken. 


Export Accounts to Y&R 


General Foods Sales Company 
has appointed Young & Rubicam | 
as its export advertising agency. 
Current plans call for campaigns 
in Latin America, South Africa, 
and Hawaii. Y&R also has been 
appointed to handle export adver- 
tising in Latin America for the 
Northern Paper Mills of Green 
Bay, Wis. 


“SOUTH AFRICA Calling” 


We H the above headline, 81 “trade represen- 
tatives and traders” in South Africa are advertising in 
Dun’s Review for the purpose of inviting South African 
representation of American concerns. 


This advertisement is an indication of the world mar- 
kets that are interested in American products as a result 
of experience with our boys and their war matériel and 


supplies. 
markets. 


It justifies immediate planning to serve those 


As a contribution to such plans, we shall be glad to 
send to those interested the names of the South African 


companies. 


The list includes the names and addresses 


of the companies together with the lines of merchandise 


they wish to represent. 


Also available for those interested in reaching the 
domestic markets covered by Dun’s Review is detailed 
circulation statement showing the facts about 26,310 manu- 
facturers, 12,367 wholesalers, and 4,630 banking and finan- 
cial institutions reached by Dun’s Review through 20,092 
presidents and 33,567 other executives. 


DUNS REVIEW 


Published by DUN & 


BRADSTREET, Inc. 


290 Broadway, New York 7, N. Y. 


CHICAGO CLEVELAND BOSTON 


LOS ANGELES SAN FRANCISCO 
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The Man Who Plans BOLDLY for His Post-War Business is the Conservative! 
The Man Who Plans TIMIDLY is the Gambler and He Will Lose! 


Tue European phase of the war will 
Ibe won in 1944. This statement has been 
@made and accepted by highest authorities 
7 without qualifications. 
y JOur success in preparing for and in defeat- 
ang the forces of Hitlerism has been pos- 
, Bible only as a result of bold action in the 
is early days of America’s participation in the 
‘s war. Individual members of the plumbing, 
d air conditioning industry were 


rs heating an 
al Fn the forefront in contributing boldly to the 


production program. 
n qually bold planning and action are nec- 
- essary today if the basis for a lasting peace 
in ind a sound economy is to be achieved. 


ere was a time, just a few months ago, 
when it was considered conservative to 
y jplan on a long war, and to postpone for the 


y indefinite future the active development of 


award. 


DOMESTIC ENGINEERING REPORTS 
RESULTS OF NEW POST-WAR 


post-war products and the aggressive cul- 
tivation of post-war markets. ° 


Today, the gambler is the man whose plans 
are indefinite or based upon a timid ap- 
proach to rapidly developing competitive 
conditions. That man is gambling with the 
future success of his business and his pos- 
sible contribution to post-war prosperity. 


Today, the man who is conservative is the 
one who has well defined and boldly exe- 
cuted plans for swinging into production as 
soon as the lifting of man power and mate- 
rial shortages permits. The conservative 
man is the one who has kept in close con- 
tact with his wholesale and retail outlets 
even though his concentration on war pro- 
duction has caused him to have little if 
anything to supply. The conservative man 
is the one who has maintained and broad- 


ened his markets. 


First Awaro TO 
DOMESTIC ENGINEERING 


The plaque at left shows first award to 
DOMESTIC ENGINEERING for best series of 
articles and editorials published 

ou e 


Leading business papers throug 
competed. Over 290 entries were 


count 
made fer this high honor. This is the third 
year DOMESTIC ENGINEERING has won 


1. 


PLANNING SURVEY 


aad This survey form was sent to over 1400 

gt ? plumbing, heating and air conditi 

: wholesalers. The results have been 
ear in the January 


tabulated and 7 
issue of DOMEST ENGINEERING. 


phases of the pl 

air conditioning industry, the results of 

this ye | will serve to help manufac- 

turers make plans in meeting post-war 

demands for their products and serv- 
This is one of a series of special 


ices. 
studies which will continue during 1944. 


2. Prosvects 
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confitential. information is 


DOMESTIC ENGINEERING has devoted its 
entire energies to the development and the 
promotion of projects designed to assist the 
man who plans boldly. Evidence of this is 
in the top award which DOMESTIC ENGI- 
NEERING just recently received for its 
editorial efforts in connection with the still- 
important fuel conservation campaign. 


Evidence of DOMESTIC ENGINEERING’S 


continuing efforts in the direction of serving 
those who plan understandingly is found in 


the survey shown below. 


For further details as to how DOMESTIC 
ENGINEERING PUBLICATIONS can be of 
specific assistance to manufacturers who 
are planning for the post-war era, write to 
DOMESTIC ENGINEERING, 1900 Prairie 


Ave., Chicago 16, Illinois. 
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Small ‘44 Increase 


in Civilian Goods, 
NRDGA Is Told 


New York, Jan. 14. — So en- 
grossed are the nation’s leading 
retailers with postwar problems 
that advertising, which generally 
plays an important part in their 


yearly discussions, scarcely was 
mentioned this week at the annual 
conference of the National Retail 
Dry Goods Association and _ its 
satellite groups, the Association of 
Retail Secretaries and the Associa- 
tion of Buying Offices. No single 
speaker during the five-day ses- 
sion was assigned to the subject, 
but many topics were considered 
which will ultimately affect retail 
store advertising. 

Boiled down, the ten most im- 
portant postwar problems which 
will face retailers are: (1) reem- 
ployment of returning men from 


military service; (2) confmunity 
development to provide employ- 
ment; (3) adequate housing; (4) 
preparing to meet release of huge 
purchasing power stored up in war 
bonds, etc.; (5) liquidation of war 
surplus commodities; (6) govern- 
ment controls over business; (7) 
taxation plans; (8) development of 
new types of consumer goods; (9) 
improved methods of distribution; 
(10) international trade relations. 

All of these topics were dis- 
cussed by experts, but a question 
of the immediate future, “How 
much civilian goods will be manu- 


factured in 1944?” also was of 
supreme interest to the conference. 
Answering it, Ernest L. Olrich, 
president, Munsingwear, Inc., Min- 
neapolis, said: “Manufacturers will 
be able to produce only slightly 
more civilian goods in 1944 than 
they did in 1943. 

“More specifically as regards 
textiles or the so-called soft goods, 
production of civilian goods, in my 
opinion, will continue to be very 
far short of what you and the buy- 
ing public will want and need.” 

At a session devoted to retailers’ 
postwar opportunities three execu- 


Build Now in This Basic Market 


HE year 1943 was the greatest in the history of 


American railroading. 


The volume of traffic carried 


overwhelmingly exceeded that of any previous year .. . 
and this year still greater highs are forecast. 


Out of their record-breaking war job the railroads are 
shaping ideas and plans for the post-war period. The 


largest railway market 


in all history for improved 


equipment and materials now looms ahead. The rail- 
roads will have the funds to initiate a heavy program 
of post-war buying. They will need a huge amount of 
buying to replace their war-worn facilities. 


Now is the time to build a strong sales position in the 
railway industry. Your direct routes of sales approach 
to this market are the four Simmons-Boardman railway 


publications. 


These business papers are a working part of modern 
railroading. They command confidence and recognition 


Railway signals 


among railway men as the main centers of technical 
and business news of the industry. One or more will 


meet your railway selling needs. 


They enable you 


to select and reach the particular railway men who are 
important to you, for each serves one of the several 
branches of railway activity and each one has a special- 
ized audience of key railway men. 


Plan now to keep your products before the railroads 
in 1944, Our nearest office will supply more detailed 
market and publication data. 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams Street, Chicago 3. Terminal Tower, Cleveland 13 
National Press Bldg., Washington 4, D. C. 300 Montgomery St., San Francisco 4 


530 W. 6th St.. Los Angeles 14 


1038 Henry Bidg., Seattle 1 
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tives of the Scripps-Howard News. 
papers gave the results of a cus. 
tomer preference survey made in 
13 cities where S-H dailies are 
published, based on 6,400 persona] 
interviews with women shoppers. 
The results were interpreted by H. 
H. MacLean, manager, Scripps. 
Howard retail stores division, New 
York; Earl J. Gaines, advertising 
director, Pittsburgh Press; and 
Vernon Brooks, advertising direc. 
tor, New York World-Telegram. 
Forty per cent of department 
store customers are willing to pay 
slightly more to include such sery- 
ices as special deliveries, gift 
wrappings, C.O.D.’s and lay-aways, 
the survey revealed. Other facts 
disclosed were: The average wo- 
man is not sold on self-service in 
any department except foods; re- 
finishing interiors of homes leads 
all home improvements in the 
women’s desires. 
To the question, “Concerning the 
following products, do you expect 
the first models after the war to be 
drastically improved?” answers 
were as follows: “Yes,” radios, 
69.1%; automobiles, 63.2%; electric 
refrigerators, 57.4%; small appli- 
ances, 55.6%; washing machines, 
55.3%; furniture, 53.2%; lighting 
fixtures, 52%; kitchen cabinets, 
49.9%. 

To the question, “If models are 
the same as they were in 1940, will 
you be interested in buying them 
as soon as they are available?” re- 
sults were: “Will buy,” 54.5%; 
“Will not,” 45.5%. 


Egan Explains Plans 


James W. Egan Jr., advertising 
manager of the New York Times, 
speaking at a luncheon meeting of 
store promotion managers, ex- 
plained the aims of the retail com- 
mittee of the Newspaper Advertis- 
ing Executives Association, of 
which he is chairman. 

Although committee plans are 
still in the formative stage, Mr. 
Egan emphasized that the sole ob- 
jective of the group is to do every- 
thing in its power “to help make 
retail advertising even more effec- 
tive than it has always been.” He 
urged the promotion men to use 
part of their advertising space to 
sell the American system of indi- 
vidual freedom and free enterprise, 
and the vital part retail merchan- 
dising plays in it. 


Spink ‘Life’ Ad Chief 

Shepard Spink, formerly assist- 
ant advertising director of Time, 
Inc., has been appointed adver- 
tising director of Life. Howard 
Black, vice-president of Time, Inc., 
said that Mr. Spink and Thomas 
Ward, Life advertising manager, 
will concentrate on the increased 
planning and selling operations of 
Life in preparation for future ex- 
pansion. 


TO MAKE A SALE 
As well as an argument... #3 
TAMPA - ST. PETERSBURG 
Florida is ONE BIG MARKET. « 
Tampa is one big wholesale center. By m 
Tampa has two big newspapers 7 
BUT—Neither the wholesalers, nor 1942, 
the newspapers can sell Mr. and t 
Mrs. St. Petersburg. urn hi 
FOOD SALES for Tampa-St. Peters- “Ts 
burg—$20,107,000—St. Pete alone : 
buys $7,554,000 of this total or whistl 
38%—St. Pete people buy less 
than 400 copies of Tampa newspa- cle ‘Or 
pers—they buy 38,000 copies of St. ° 
Petersburg's newspapers — that's tion I 
why advertisers must 
retrea 
WORK BOTH SIDES OF THE STREET (BAY) 
IN TAMPA - ST. PETE. “Ay 
ST. PETERSBURG NEWSPAPERS SERVICE havin 
Times Morning and Sunday + Independent Even 
: Rep ed q mont] 
THEIS & SIMPSON COMPANY, Bs 
JACKSONVILLE FLA + VJ OBENAUER 
more 
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Railwoy 
ti 
IT TAKES TWO 
Age 


. FOLLOWING letter came to LIFE’s offices from 


an enlisted man overseas: 


“By much coaxing I finally got hold of your Dec. 10, 
1942, issue of LIFE from a fellow soldier who in 
turn had bummed it from a merchant marine. 


“TI started to read it right away, and when the 
whistle blew for retreat, I had just begun your arti- 
cle ‘Out of a Disaster One Year Ago a Greater Na- 
tion Has Been Born.’ I could hardly wait until 


retreat was over, so I could finish the article. 


“And even when chow was going and we were 
having ice cream, which I hadn’t tasted for four 
months, your magazine was more interesting. I 
missed the cream and may not have the chance of 
more for months to come, but if I have any prefer- 
ence of LIFE or ice cream, I'll take LIFE every time. 


“We are hungry for letters and all kinds of read- 
ing material from the States. Especially LIFE, 
which I think is the greatest magazine ever printed. 


“Appreciating every picture and word in LIFE...” 


One of thousands 


This letter—one of thousands LIFE has received from 
soldiers, sailors, and marines all over the world—is 
an accurate reflection of the enthusiasm servicemen 


feel for the magazine. 


In LIFE’s exciting pages they find nearly the equiv- 
alent of a big, fat letter from the folks at home. They 
see what’s happening in the factories, in the movies, 
in the small towns, on Broadway, in Washington, on 


the farms—in short, they see America. 


Servicemen, like home fronters, have many differ- 


ent reasons for enjoying LIFE. But all their reasons 
seem to have these underlying points in common: 
they like LIFE because of (1) its swift, lucid style of 
photo-and-text reporting and for (2) its great variety 
of important and arresting material. 


In camp and abroad, LIFE is an overwhelming 
favorite with servicemen. And among civilian read- 
ers, LIFE has 22,000,000 fans. No other magazine 
ever had such a huge audience every week! 


of 
| 
“Eyes for the minds of America’”’ 


FCC Abandons 
Newspaper-Radio 
Ownership ‘Order’ 


Washington, D. C., Jan. 14.— 
The FCC today abandoned its two 
and a half year old proposed order 
prohibiting newspaper ownership 
of broadcast facilities, and agreed 
to consider each published appli- 
cation fér broadcast, FM, or tele- 
vision license on its merits. The 
action was taken, the Commission 
said, “in the light of the record 
and grave legal and policy ques- 
tions involved.” 

The Commission said it did not 


feel it should deny a_ license 
merely because the applicant is 
engaged or interested in a par- 
ticular type of business. It unani- 
mously agreed that in processing 
individual applications it should 
not permit “concentration of con- 
‘trol in the hands of a few to the 
exclusion of the many who may 
be equally well qualified.” The 
Commission’s action was consider- 
ably milder than the position gen- 
erally advocated by Chairman 
James Lawrence Fly. 

Explaining that it recognizes 
“the serious problem involved in 
the broader field of the control of 
the media of mass communications 
and the importance of avoiding 
monopoly,”’ the Commission said a 
summary of the 3,500-page record 
of the newspaper ownership hear- 
ings, with its 400 exhibits, will be 
forwarded to appropriate commit- 
tees of the Senate and House “in 


order to inform them of the facts 
developed in the investigation and 
for any consideration which they 
may desire to give the matter.” 
The ban against newspaper 
ownership, originally proposed in 
March, 1941, had been criticized 
in Congress and at recent hearings 
of the Senate interstate commerce 
committee. Chairman Fly admitted 
it was properly a matter for Con- 
gress to deal with. At that time 
he offered to submit his findings 
to the committee, but he said that 
he doubted whether the committee 
would want to handle the matter. 


Stubbs Joins G-M 


Cyril E. Stubbs, formerly copy 
supervisor in the -public relations 
department of the Bell Telephone 
Company of Pennsylvania, has 
joined the copy staff of Geare- 
Marston, Inc., Philadelphia. 


‘Newark News’ 
Resumes Publication 


The Newark Evening News re- 
sumed publication Jan. 10 after a 
two-day suspension resulting from 
a dispute with the Newark Typo- 
graphical Union over wages and 
working conditions. The manage- 
ment accused the union of a slow- 
down which prevented Jan. 7 
issues from reaching the street. 
The union charged that when 
members reported for work the 
following day elevator operators 
refused to take them up to the 
composing room. Benjamin J. 
Foley, general manager of the 
News, said the union had refused 
to comply with orders of govern- 
ment agencies. 

Issues in the dispute are to be 
settled by negotiations between 
the parties or by submission to the 
National War Labor Board, 


U 


Geyer Rance 
Expands Offices 


New York, Jan. 14.—Geyer, Cor. 
nell & Newell, which recently took 
over the New York office of Tracy. 
Locke-Dawson, bringing Joe M 
Dawson to the agency as chairmap 
of the executive committee, has 
expanded its offices in New York 
and Dayton, and opened a new 
office at 725 15th St., N. W., Wash. 
ington, D. C 

The agency is completing reno- 
vation of its main offices at 745 
Fifth Ave., and has leased an 
entire floor at 29 W. 56th St, 
Offices of Tracy - Locke - Dawson 
will continue temporarily at 22 E, 
40th St. 

In Dayton the agency has leased 
additional space in the U. B. build- 
ing, while another office is located 
in the Nash-Kelvinator building, 
Detroit. 


Friede New Publisher 
of Guide Magazines 


Kenneth M. Friede has been 
named publisher of the Guide 
Magazines, Official Detective, 
Screen Guide and Stardom, New 
York. Henry H. Oschay has been 
appointed business manager. 

In other changes, Dorothea Lee 
McEvoy, formerly editor of Screen 
Guide, has been named executive 
editor of that magazine and Star- 
dom; Janet Graves, formerly edi- 
tor of Stardom, editor of Screen 
Guide; and Virginia Williams, for- 
merly of the Chicago Herald- 
American, editor of Stardom. 


Names Mohrhusen 


A. H. Mohrhusen has been named 
general merchandising manager of 
Devoe & Raynolds Company, New 
York, and will direct a coalition 
of departments, including sales 
promotion, advertising, merchan- 
dising and sales research and 
training. 


MORE 


RADIO FAMILIES FOR 


KGO in 1944 


KGO is drawing more than its share 


of listeners from the 2,744,825 war- . 
time population * now living within its 
0 % millivolt area, according to the esti- the 
NE DAY, Ww babl ] he ev 7 nalaat . , mate on March 1, 1943 of the U. S. 
y (not revolution) so many daily by approximately 4 out of 5 te anes to. 
elicacies as fresh figsfrom —_cnticipate. Philadelphia families. Its circulation 708,260 radiofamiliesin the SanFran- h 
the groves of Asia Minor for breakfast. For the manufacturer planning post- exceeds 600,000 — is the largest eve- cisco Bay Region and Northern Coli- the 
In the meantime, it’s a wise U, S$, | war trade, the important centers of | "ing newspaper circulation in America. fornia, an increase of -pwemre see 
citizen who tempers enthusiasm with _ population, such as Philadelphia, offer It is the leading Philadelphia Ekitodtien ttkeass oie ele 
reality concerning when to expect new the surest road to widespread influence newspaper —has been the leading employed today for every 100 people 
and exciting post-war commodities, im post-war buying. Philadelphia, for | newspaper for 39 consecutive years. employed in 1937! Let KGO help you an 


For food processors and manufacturers 
of consumer goods are today supplying 
both soldier and civilian at win-the- 


instance, is one of the outstanding 
markets of the country. And messages 
in one newspaper can establish impor- 


sell this lucrative market! 
*Civilion population only. 


war pace. Directly after the war, there tant buying preferences in this market. IN PHILADELPHIA— te -- pl 
will be a period of adjustment, with That newspaper is The Philadelphia NEARLY EVERYBODY * 
varying degrees of change in products Evening Bulletin. The Bulletin goes READS THE BULLETIN TH 
from pre-war days. Then will come — home in this ci —i “4 

Pp ‘ e in this city of homes — is read 


Buy more War Stamps from your newspaper boy SAN FRANCISCO: OAKLAND 
* * 


810 K.C. 7500 Watts 
Blue Network Company, Inc. 
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be 1782, this native American be- 
came the official emblem of these 
United States. 

For 162 years, through good times 
and bad, this bird has proved a happy 
omen... We like to think that this is so 
because the eagle, like the average American 
he typifies, is no ostrich. 

We say “average Americar” because all 
the ostriches in this world are not confined 
to Africa and Arabia. We’ve got our share of 
them, here... at both ends of our social 
scale ... At one extreme, you find the finan- 
cially unstable many who lose their heads 
and necks with every economic ill wind that 
blows. At the other, the few who, with 
buried heads, are having their rich plumage 
plucked for taxes. 


In between are the middle millions 
of men and women who, facing the 
facts of life, realize that gains can’t 
be made without labor pains . . . the 
plain people whose great social dis- 
tinction is their normality; whose great 
financial distinction is the golden mean they 
maintain between eroding peaks of luxury, 
on one hand, and recurring valleys of pov- 
erty, on the other. 

Inspiration for their aspirations, blueprint 
of their design for living, the editorial policy 
of The American Magazine exerts a gravi- 
tational pull on this average audience no 
other magazine can match, an audience of 
“people who give a damn” for the publica- 
tion whose platform is in their, and the 
nation’s service. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
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WPB Won't Drop 
Stockpile Plan, 
Nelson Insists 


Washington, D. C., Jan. 14.— 
WPB Chairman Donald M. Nelson 
denied before a hostile newspaper 
industry advisory committee here 
today that there was confusion 
within WPB over the newsprint 
supply pr demand, and asserted 
that thé board intended to stick 
to its policy of stockpiling the 18,- 
000 ton a month newsprint “bonus” 
which Canada has decided to ship 
to the United States during the 
early part of 1944. 

Promising that newsprint would 
be distributed “without fear or 
favor of competitive advantage,” 
he said that WPB has no intention 
of dictating to newspapers or elec- 
tioneering through control of the 
supply of newsprint paper. 

Mr. Nelson reported “that prog- 
ress is being made to solve the 


newsprint problem” and that 
“literally thousands of actions to 
increase production have been 
taken in cooperation with other 
government and private agencies.” 
He said that the manpower crisis, 
and the difficulty of importing 
| paper and pulpwood from Sweden 
|continue to complicate the situa- 
| tion. 

After Mr. Nelson spoke, Harold 
Boeschenstein, acting director of 
ithe forest products branch, pre- 
sented a breakdown showing that 
the stockpile, which had drawn 
bitter criticism from the commit- 
tee, would amount to less than 10,- 
000 tons in the second quarter, 
although production would total 
800,000 tons. During the first 
quarter, all but 88,000 of 819,000 
tons of newsprint will go to news- 
papers. 

Although the committee had as- 
sembled with an idea of dividing 
the 18,000 ton “bonus” to alleviate 
the industry-wide 24% cut, or to 
bolster inventories, Mr. Nelson’s 
statement apparently satisfied their 
objections. In addition, they 
seemed convinced that the amount 
of surplus paper would be small 
after the needs of Leap Year Day 


appeals and increased second- 


quarter had been 
met. 

WPB officials determined that 
14,000,000 cords of domestic pulp- 
wood, nearly 1,000,000 more than 
last year’s production, would be 
necessary to meet demands for pa- 
per and pulp products for armed 
forces overseas and essential civil- 
ian needs at home during 1944. 

To achieve this increased pro- 
duction, WPB Chairman Donald 
Nelson, together with War Food 
Administrator Marvin Jones and 
War Manpower Commissioner 
Paul McNutt, announced an inten- 
sified effort to mobilize farmers on 
farm woodlands, and for work in 
forest industries during the off- 
season in agriculture. 

At the same time, James L. Mad- 
den, deputy director of the WPB 
pulp division, called on newspapers 
and industry to support the drive. 
“Newspapers in the pulpwood pro- 
ducing areas and the pulpwood 
industry through their successful 
effort in 1943 have paved the way 
for an expanded program this 
year,” he said. “This is going to 
be a tough job, but it can and must 
be done.” 

Sharp disagreements at the 
newspaper industry committee 


requirements 


— — 
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But MUST 
Merchants 
WEAR ARMOR? 


Well, Junior, armor is the better part 
of valor—if a Cleveland retailer adver- 
tises his wares over WHK. There’s 
something about this station that 


stirs mobs of customers 


...and buying... and buying. 


into buying 


Of course, the retailer could meet the 
inevitable customer stampede clad in 
a natty business suit. But by the end 
of the day, they’d have bought the 
suit off his back. It’s embarrassing — 
in a pleasant sort of way! 


So experienced Cleveland merchants 
advise others to apply for priority on 
an iron jacket and pants ensemble be- 
fore airing sales messages over WHK. 
Armor may be a bit stuffy indoors— 
but who cares when the shekels pour 


in like crazy? 


Because 


Retailers’ 


it SELLS the goods 


WHK 


IS 


Choice in Cleveland 


Represented by Paul H. Raymer Co. 


United Broadcasting Co., Operators of 
WHK-WCLE, Cleveland, and WHKC, 


Columbus 


meeting had been anticipated after 
Mr. Boeschenstein declared last 
week that he would not agree to 
any relaxation of newsprint re- 
strictions despite Canada’s action 
in increasing monthly shipments 
above the figure used in planning 
a 24% curtailment. 

Although he asserted he would 
stockpile the additional paper 
against a possible emergency later 
in the year, it was no secret that 
he would have preferred that Can- 
ada ship the paper “bonus” in 
pulpwood form so that it could be 
allocated to American mills ac- 
cording to WPB desires. 

One report circulated that WPB 
might order the extra newsprint 
converted into other pulpwood 
products, but officials stood by the 
promise that it would be held in 
reserve. 

So intense was the feeling by 
midweek that reports circulated 
that the committee would demand 
additional paper, or attempt to 
force removal of Mr. Boeschenstein 
as acting director of the forest 
products branch. 


Supplements Issued 


The WPB printing and publish- 
ing division officially completed its 
revision of the limitation orders 
Thursday with the release of sup- 
plements to the newspaper, maga- 
zine and book orders outlining ap- 
peals procedures. 

Considerably stricter than any 
of the previous appeals clauses, the 
supplements permit appeals for 
newspapers from L-240 only in the 
case of extraordinary growth of 
the trading area since Jan. 1, 1943; 
discontinuance or merger of a 
newspaper, requiring adjustment 
of the quotas of other papers in 
the area, or in unforeseen, unusual 
or extraordinary or emergency 
conditions. In all these cases, the 
additional tonnage would be based 
on economical usage of paper, and 
denied when requirements could 
be met through conservation. 


For magazines, appeals will be 
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considered when unusual seaso 


variations of publishing schedule 


require redistribution of quarterly 
quotas; to satisfy instructional gg 


religious needs of the arine@m 


forces; or to overcome unforesegg 
emergencies which would consti 
tute a hardship. Again, the amoung 
will be computed on economica} 


usage and the grant denied if them 


need can be met through conser 
vation. 


The book order supplement prowl 
vides for grants to “occasional 


publishers who do not use papeg 


every year and who used none ig 


1942; for the religious and instrue 


tional needs of the armed forcesgay 


and for unforeseen emergencies™ 


with the grant based on econom-m 


ical usage. 


All three supplements specifical. | 


ly bar appeals on a number of 


counts which had previously been™ 
considered. Newspaper, magazine 


and book publishers not in exist. 
ence in 1941, or those that voluns 


tarily saved paper or suffered from™ 


mechanical breakdowns or strikes, 
are expected to operate under their 
new quarterly quotas provided in 
their revised orders. 

Earlier in the week, Arthur 
Treanor, new director of the print- 
ing and publishing division, prom- 
ised that newspapers which had 
circulation increases exceeding 
10% of the second quarter of 1943, 
compared with the quarterly aver- 
age of 1942, would be given favor- 
able consideration by the division 
on appeal. Those with 10% or less 
will be expected to absorb circu- 
lation increases without additional 
tonnage. 


Four New JWT Directors 


Four executives have been 
added to the board of directors of 
the J. Walter Thompson Company, 
New York, They are: Robert T. 
Colwell, New York office; Daniel 
Danker Jr., Hollywood office; 
O’Neill Ryan Jr., New York office; 


and Merton V. Wieland, Chicago 


office. 


Not Just 
Bat 


IX itseLtF the Diesel engine is 
merely one part of a Diesel 
installation. There are hundreds, 
in some cases thousands of sup- 
plementary parts and items of 
auxiliary equipment, such as— 
piping ... vibration eliminators 
pumps... generators... 
wire ... piston rings . . . motors 

. switchboards ... valves... 
gauges ... pyrometers .. . tanks 
... gears... filters... 1,000- 
and-1 others. 

The number of Diesel installa- 
tions themselves is leaping ahead 
at streamliner speed in—trains 


. . + power plants .. . vessels of 
all sizes . . . mines . . . factories 
buses... trucks ... every- 


where that cheap, reliable power 
is required. 

You can have your share of this 
ever growing “Diesel Market” by 


magazines and sample copies. 


gineering 


“Marine 


~NEW YORK 


Plus 1,.000-and-1 Accessories 


be sold in the “Diesel Market”, A.B.C. Statements for both 
ask us about space in the new editions of the “Diesel En- 
book’’ and the 
Handbook”, of 
which more than 


30,000 copies have 
been printed. 


LEXINGTON AVENUE 


Engines Alone 


Engines— 


telling your story in the adver- 
tising pages of the only A.B.C. 
magazines published for the Die- 
sel industry: : 


MOTORSHIP 
(Established 1916) 


DIESEL POWER & DIESEL 
TRANSPORTATION 
(Established 1923) 


If you will write we will gladly 
send you a list of the products to 


Be sure at the same time to 
Hand- 


Diesel 
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STEREO U.S. PATENT OFF 
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ONE OF THE 200,000 


You might be 
interested to know that one 
Right last week Mrs. Hickok told 
One of our daughters that I'd 

be able to perform some task or 
Other for her the next night and 
Our daughter's reply was "No, 

he won't — tomorrow night is 
U.S. News night." 


Ward R. Hickok, Vice President 
NORTH STAR WOOLEN MILL COMPANY 


PRICE 10 CENTS 


Over and over again people say that The 
United States News is INDISPENSABLE . . 
To its 200,000 subscribers it is indis- 
pensable . . And these particular 200,000 
of the Country’s most important men are 
indispensable to us—a sort of indispen- 


sable mutual trust arrangement..... . 


TASK FORCE 


There have been many pros and cons on 
the fighting value of aircraft carriers. 
The controversy all too often has over- 
looked the fact that an aircraft carrier 
always is used as a part of a task force. 
Task forces (varying in size) are seg- 
ments of the battle fleet organized to 
do a specific job. 


A pictogram in the issue of December 
3rd diagrammed the composition of a 
South Pacific task force: 2 Aircraft 
Carriers, 150 Airplanes, 12 Destroyers, 
6 Cruisers, 1 Battleship, 20 Small Craft. 


* 


Daniel W. Ashley, 
Vice President in charge of Advertising 
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FDR Nominates 
E. K. Jett for 
FCC Vacancy 


Washington, D. C., Jan. 12.— 
President Roosevelt today nomi- 
nated E. K. Jett, soft spoken, popu- 
lar chief engineer of the FCC to 
fill the Republican vacancy on the 
Commission created last July when 
the White House first proposed, 
then mysteriously withdrew the 
name of Commissioner George 


Henry Payne for renomination. 
Approval of Mr. Jett’s nomina- 
tion by the Senate was considered 
a foregone conclusion, for he has 
enjoyed the confidence of leaders 
of both Houses, and has come un- 
scarred through hearings before 
all of the numerous Congressional 
committees which have _ interro- 
gated members of the Commission 
in recent months. 

Mr. Jett’s selection was reported 
to have been at the suggestion of 
Sen. Wallace H. White of Maine, 
acting Republican leader of the 
Senate and an influential member 
of the interstate commerce com- 
mittee, which will process the 
nomination. 

During the recent hearings be- 
fore that committee on a bill to 


reorganize the FCC, Mr. Jett gave 
a detailed and enlightening projec- 
tion of the future possibilities in 
the radio field from the technical 
point of view. 


Merit Appointment 


A Navy man for more than 25 
years, Mr. Jett’s elevation to a 
commissionership is nevertheless a 
merit appointment, for he has 
been with the Radio Commission 
and the FCC since 1929, serving as 
chief engineer since Jan. 1, 1938. 

In background, he is particu- 
larly well suited to serve on the 
Commission, having been active in 
the interdepartmental radio advis- 
ory committee since 1939, and 
chairman of the Board of War 
Communications, which regulates 


all government and private radio 
activities in wartime. He is also 
FCC representative on the radio 
technical planning committee, gov- 
ernment-industry group studying 
postwar radio production. 

Mr. Jett enlisted in the Navy in 
1911, later obtaining a commission 
and rising to lieutenant by the 
time of his retirement in 1929. 
He served with the fleet and ashore 
as a radio operator during the first 
world war, later becoming a com- 
munications officer in peacetime. 

Although it was generally be- 
lieved the interstate commerce 
committee would take up the Jett 
appointment within a few days, 
other FCC business before the 
committee was apparently des- 
tined for considerable delay. 


THE POWER OF 
THE PRESS... 


The Detroit 
Free Press 


Shakespeare Said it... 


The Detroit Free Press revises it: 
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N September 24, 1943, George W. Cain, 

Free Press staff writer broke with a 

story that hit the nation with a bang. 
Revelation was made of the rather astonish- 
ing fact that the Army Air Forces in Detroit 
had sold $1,400,000 of costly precision ma- 


chine tools as “scrap” for approximately 


$75,000. 


This was NEWS which The Free Press, rather 
than suppress, believed it a duty to blast 
wide open, although certain self constituted 
military censors had said “NO.” 


This story brought about a Truman commit- 
tee investigation . . . started “reclassifica- 


tion” proceedings for certain army officials; 


Story, Brooks & Finley, Inc., Natl. Representatives 


GEO. W. CAIN 
Free Press Staff Writer 
(Now in the U. S. Army) 


caused the War Department to reverse its 
stand in the matter, and brought from Sen- 
ator Homer Ferguson of Michigan the state- 
ment that “this exposure by The Free Press 
undoubtedly saved the government billions of 
dollars beyond the million and a half dollars 
involved.” 


By such editorial vigilance as demonstrated 
in this “tool deal” expose, The Detroit Free 
Press wins reader-confidence of a sort that 
helps win and keep confidence in this news- 
paper’s advertising columns. Again . . . 
“the power of the press . . . The Detroit Free 
Press” is demonstrated and used in the best 
interests of the million and a half people it 
serves. 


Advertising Age, January 17, i9@ 


Sen. Burton K. Wheeler, chair. 
man of the committee, who hag 
been working on a series gf 
amendments to the Communica. 
tions Act, admitted today that he 
would be unable to complete his 
bill by the 15th of this month, as 
he had earlier promised. 

No bill has yet been prepareg 
for discussion by the full inter. 
state commerce committee, Sen, 
Wheeler said. He explained that 
provisions relating to the size of 
the Commission and its powers 
over the business aspects of radio) 
were causing particular trouble, 

Sen. Wheeler said he was not 
satisfied to establish a Commission” 
which would be merely a traffic 
officer patroling the airways. He 
said he felt the Commission must 
have power to regulate certain! 
business practices, although he 
would be willing to delegate a 
good portion of this responsibility 
to the Department of Justice or 
the FTC. 

Meanwhile, the Commission stil] 
hesitated to publish its newspaper | 
ownership ruling, although a/ 
lengthy session was held on the 
subject Tuesday. The Commission | 
reported today that WJJD, Chi- 
cago, was the first station to re- 
quest a ruling on the applicabil- 
ity of the new multiple ownership 
regulation to renewal of its li- 
cense. The station, together with 
WIND, Gary, Ind., is owned by 
Ralph L. Atlass. The multiple 
ownership regulation prohibits 
ownership of more than one sta- 
tion in a primary listening area. 


Starts Ad Course 
for Executives 


With emphasis placed on post- 
war applications of advertising 
principles, a symposium on adver- 
tising, intended primarily for busi- 
ness executives concerned with 
postwar marketing has been or- 
ganized by the New York Uni- 
versity school of commerce, ac- 
counts and finance. It will begin 
on Feb. 3 and will meet Thursday 
evenings for the following 15 
weeks under the direction of Her- 
bert M. Schiffer, assistant dean of 
the school. 


Stations Boost Agency 


Iowa Broadcasting Company is 
using the front pages of the weekly 
program schedules of its four sta- 
tions to familiarize advertisers 
and agencies with members of its 
national representative organiza- 
tion, the Katz Agency. Starting 
the series of thumbnail sketches of 
various sales members of the 
agency was one of G. R. Katz, 
president of the organization. 


Issues Rope Bulletins 


A series of wire rope conserva- 
tion bulletins, composed of repro- 
ductions of its advertisements in 
trade publications, are being made 
available in pamphlet form to wire 
rope users by the Macwhyte Com- 
pany, Kenosha, Wis. Copies may 
be secured by writing the company 
for pamphlet No. 43-85. 


Women While 
They're Young 
bhished by SCOUTS 


| 
| | 
‘ 
| 
| 
wie 
a 
| 
| +5 
— 0%, 
ut your at 
| gare’ we @ 
: ov sell other® 
thing? nd re 
buy | 
2 
AL 
1 Ay 
| 
4 J 
225,000 ABC! 


Sunlight Shadow 20 touches the tired trees, paints the pavements . . . spring magic gives 
the commonplace city square a golden hour when it looks its best... Every product has its golden hour, when some interested buyer wants 

it. Much advertising accents only the commonplace . .. Gravure can give any good product its golden hour, give it glamour, glow and 
homespun honesty as well, presentation worthy of a worthy product... And Sunday gravure picture sections give advertising 


a gallery that gets 90% of all the eye attendance in Sunday papers, plus spotlighted showmanship eb. Metropolitan 


Group makes gravure a national medium, gathered into one efficient, low-cost unit of 23 major Sunday news-~ 


papers, with 11,500,000 circulation — 94% of all Sunday gravure picture section circulation +++ power, 


prestige and pull ina truly national network » as opportunity for a better approach to half the best 


buying homes in the whole national market! Ses Make a note—to find out more about von 


Baltimore Sun + Boston Globe Boston Herald + Buffalo Courier-Express Chicago Tribune 
Cincinnati Enquirer* Cleveland Plain Dealer» Des Moines Register Detroit News* Detroit Free Presse Milwaukee Journal 

Minneapolis Tribune + New York News + Philadelphia Inquirer . Pittsburgh Press * Providence Journal « Seattle Times 

St. Louis Globe-Democrat+St. Louis Post-Dispatch+St. Paul Pioneer Press+Springfield Union & Republican + Syracuse Post-Standard Washington Star 


220 East 42nd Street, New York ° Chicago: Tribune Tower “4 Detroit: New Center Building e San Francisco: 155 Montgomery Street 
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Thirty Years of ABC 


It was just thirty years ago that 
a little band of courageous adver- 
tisers, agency men and publishers 
decided to try to put publication 
circulation on an audit basis 
through the establishment of ma- 
chinery controlled by the buyers 
of advertising. The Audit Bureau 
of Circulations was formed in 1914, 
and has been growing ever since. 
It has not only been a fine thing 
for advertisers and agencies, but 
also for publishers. 

Now, with thirty years of suc- 
cessful experience behind it, the 
ABC has been told that its meth- 
ods are outmoded and that the 
opinion sampling technique made 
famous by Dr. Gallup, and applied 
to research in readership and radio 
listening, should be substituted for 
the audit method of counting 
copies printed and sold. 

We don’t know how seriously 
such proposals have been ad- 
vanced, but we are certain that no 
matter how much additional infor- 
mation the ABC undertakes to 
compile in the future, it will un- 
doubtedly stick to its method of 
auditing circulations in detail, thus 
giving the advertiser and the pub- 
lisher a known quantitative basis 
from which to start discussions of 
media values. 

The ABC is already doing con- 
siderable work of a qualitative 
character. Separating urban from 
rural readers is one obvious type 
of information in this field, as well 
as the vocational breakdowns re- 
quired of business publications. 


But since the circulation _ 
deals with tangibles, there is a 
great deal of qualitative material 
in the field of readership, as dis- 
tinguished from circulation, which 
is beyond the function of strictly 
auditing operations. 

Some references have been made 
to the success of radio in getting 
information for advertisers with- 
out a complete counting of noses. 
We believe that radio is making 
great strides in the direction of 
fact-finding and in defining ac- 
curately the extent of the listen- 
ing audiences, but radio advertis- 
ers, agencies and broadcasting ex- 
ecutives would be the first to ad- 
mit that present methods have not 
as yet built up any body of specific 
facts comparable to what is avail- 
able in the publication field. That 
is why such mechanical devices as 
the Nielsen audimeter have been 
welcomed as offering an oppor- 
tunity to obtain a greater volume 
of detailed information regarding 
listening habits. 

We don’t believe that the ABC 
is perfect, but in this imperfect 
world it has come so close to 
achieving the ideals for which it 
was established that it should be 
hailed as an unqualified success. 
Discarding the tried and proved 
methods of ABC audits for some 


sort of sampling operation would|_ 


represent an error of such gigantic 
proportions that we do not believe 
it will ever be seriously considered 
by those responsible for the man- 
agement of the ABC. 


Bridging the Gap 


Since ADVERTISING AGE called at- 
tention in the January 10 issue to 
the method which has been 
adopted by the Louisville Courier 
Journal and Times in summarizing 
for readers the contents of omitted 
advertisements, we have heard 
many favorable comments from 
advertising executives. It seems 
to us that it is far more than a 
graceful gesture calculated to 
please the advertiser whose copy 
could not be accommodated in the 
newspapers, and that it performs 
the extremely valuable function of 
helping to bridge the gap created 
by the current newsprint shortage. 

Advertisers have been told for 
many years that continuity is one 
of the most important factors in 
their success. Most of the great 
leaders in the advertising field 
have adopted this theory, and the 
public has never been permitted to 
forget the famous names whose 


| 


familiarity has been built on ad- 
vertising and use. Product short- 
ages and occasional maldistribu- 
tion have made advertising con- 
tinuity all the more desirable today 
and the inability of media to carry 
all the copy offered has broken the 
thread and created a double prob- 
lem for advertisers. 

The column run in the Louis- 
ville newspapers, headed, “Names 
and Products to Remember,” 
recognizes this situation, and calls 
attention to advertising messages 
which would have been presented 
in full had space for them been 
available. Thus the reader is 
given the information which the 
advertiser desired to present, even 
though without the emphasis and 
method of presentation intended. 

The plan is so good and is re- 
lated to such a basic problem that 
we hope other publishers will find 
a way to adopt it. 


lee ©1944 Chicago Times, Inc. 


—Lichty, Chicago Times 


"I'll be glad when we can go back to our old-fashioned window displays, 
Snodgrass.” 


Cautious Buying 


No mere male, and least of all 
your shrinking Ad-libber, would 
presume to quarrel with the genu- 
ineness of don’t- buy appeals 
voiced editorially or advertising- 
wise in the fashion magazines. If 
anyone knows the ways of wo- 
men, including what appeals will 
cause them to buy or not to buy, 
it is the all-knowing editors of 
these publications. So we have no 
comment to make on the little 
shields which confronted us as we 
thumbed the editorial pages of the 
December issue of Mademoiselle 
. shields which said, “Buy Only 
If You Need It.” Merely wonder- 
ment. Just how does mam’zel 
decide whether she really needs 
“bleached raccoon, the new blonde 
fur, pale as a polar bear, tough as 
a tiger, in a sunup to sundown 
three - quarter coat, $295”? And 
just. how effective is a “buy only 
if you need it” tag immediately 
above a sales-talk for a full-page, 
full-color illustration that goes 
like this: “Translated into Ameri- 
can fashion, the figure-proving 
conciseness of Chinese line, the 
clear, high pitch of Chinese color. 
On your mouth, Chen Yu’s glow- 
ing Flame Swept lipstick—Temple 
Fire lacquer for your nails. In 
your smooth coif, tiny tinsel blos- 
soms. And on you, a bright, brief 
sheath of Enka rayon crepe, 
banded in beaded blue felt, about 
$50.” 


What! No Gripes? 

Unusual in the extreme is the 
booklet Lavenson Bureau has just 
produced for International Resist- 
ance Company, Philadelphia, for 
distribution to industrialists. It’s 
a vest-pocket report on Plancor 
No. 1666, and gives a detailed, 
step-by-step review of the con- 
struction of additional facilities for 
International under a Defense 
Plant Corporation contract. Its 


unusualness consists principally of 


the enthusiasm with which it re- 
cords the lack of red tape, the 
genuine assistance, and the whole- 
hearted cooperation extended to 
the company by the Signal Corps, 
the Army-Navy Electronics Pro- 
duction Agency, the radio and 
radar division of WPB, and as- 
sorted other government agencies. 


Boosts Local Planners 


Southeastern Construction Com- 
pany, Charlotte, N. C., used large 
space in newspapers in December 
to feature the work of the Char- 
lotte and Mecklenburg Planning 
Committee, which has set up 12 
sectional committees to plan for 
public works, public buildings, 
parks and recreation, urban rede- 
velopment, and similiar civic im- 
provements. Headed, “How to 
Turn an Odor into Postwar Em- 
ployment,” the copy, prepared by 
Fort & Co., showed “Charlotte’s 
malodorous and slum _ inhibiting 
Sugar Creek” and explained that 
the planning committee hoped to 
turn it into a modern, streamlined 
boulevard after the war. 


Jottings 

“The Ad Libber,” published by 
Advertising Women of New York 
(who began this ad-libbing thing, 
we wonder?) reveals that Nancy 
Craig of the radio, better known 
to adwomen as Alice Maslin, “has 
a 94%-pound baby boy—and hardly 
a ripple in the continuity of her 
radio program.” No doubt the 
youngster was born with a silver 
microphone in his mouth... 

A new height in economy seems 
to have been reached by Erwin, 
Wasey’s publicity department, 
which has just sent a note to the 
names On its list saying: “We send 
a photograph with each release, 
and as it is am unnecessary ex- 
pense for us to have reprints made 
each time, we would appreciate 
your returning those that we have 
given you in the past.” ... 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 


business letterhead. 


month as an NBC affiliate, and is 
owned and operated by WOW, 
Inc., Omaha, has issued this file of 
market data. A map of the sta- 
tion’s estimated service area is 
followed by population figures on 
the 21 counties served by the sta- 
tion, a tabulation of principal 
cities and towns, figures on cash 
income from farm products and 
industry and a breakdown of re- 
tail outlets and sales. 


No. 2273. Dear Boss. 


In this folder, issued by Arkansas 
Dailies, Inc., a salesman in the 
territory rounds up some market 
data for his boss on the towns 
covered by the 18 daily news- 
papers of the Arkansas group. 
Population and retail sales figures 
are tabulated, with comparable 
figures for various metropolitan 
cities. 


No. 2274. Daytime Circulation. 


issued this new daytime circula- 
tion map indicating coverage of 
New England’s 65 counties, of 
which 46 are in the primary area. 
Population, total radio homes, re- 
tail sales, effective buying income 
and other factors are shown in 
tables of data applying to both pri- 
mary and secondary areas. 


No. 2270. Exploring with Crossley. 

This booklet, issued by Station 
WGY, Schenectady, contains all 
the details of a Crossley round- 
the-clock survey of radio listening 
in the area of eastern and central 
New York and western New Eng- 
land known as the “Hudson Cir- 
cle.” Graphs and charts show per- 
centage of listeners tuned to each 
station, ratings for half-hour 
periods, the pattern of listening in 
leading cities, and so on. 


No. 2206. New Circulation and 
Market Data. 


The Los Angeles Times has is- 
sued this folder containing new 
market information on the Los An- 
geles area, including population 
increases, the number of women 
in war industries, per capita in- 
come, department store sales and 
other details. Circulation of Los 
Angeles newspapers is compared 
with that of 1942. 


No. 2210. Following the Market. 


Nation’s Business has issued this 
booklet, which contains a record of 
the publication’s circulation, 1916- 
1943, shows how it has been af- 
fected by business activity and de- 
pression, and describes the current 
attempt to go against the trend of 
expanding business activity in or- 
der to meet paper restrictions. 


No. 2268. At Last—A Complete 
Mail Study. 

Station KMA, Shenandoah, Ia., 
has issued this analysis of the 493,- 
479 pieces of daytime commercial 
mail received from April, 1942, 
through March, 1943. The ques- 
tions, supplied by several leading 
ad men, and their answers, supply 
a wealth of information on listener 
writing habits, things for which 
people will write, mail seasons, 
and coverage patterns. Graphs and 
coverage maps, with county mar- 


ket data are included. 


national advertiser or advertising } 
agency executive writing On his J 


No. 2272. Market Data on KODY, } 


Station KODY, North Platte, 
Neb., which began operation last § 


Stations WBZ and WBZA have 
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There’s a woman waiting 


SHE is so familiar to you that you may be 
forgetting her. Don’t! 


She’s Mrs. Tomorrow. She’s Mrs. Big. 


She’s Mrs. Every Woman Today. You’d 
better talk to her. 


Who’ll buy your products tomorrow? 
Women — you hope. Who has to want your 
products tomorrow? Women — you know. 


Go after Mrs. Tomorrow! Interest her 
how to make her want then. She governs 
your post-war plans. ‘Post-war’ to her 
simply means having things she can’t 


WOMAN'S HOME 


have now. 


But she’ll judge them before she buys 
them. She is going to be just as practical 
about buying tomorrow as she always has 
been. You won’t dazzle her dollars away. 

So talk to her in the women’s magazines, 
where she listens because friends are 
talking. Use Woman’s Home Companion 
to interest her in what you want to sell her 
today and tomorrow. Millions of women 
depend on the Companion. It’s amazingly 

helpful. Do as much of your post-war plan- 
ning as you can in its pages. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 
PUBLISHERS OF WOMAN’S HOME COMPANION, 
COLLIER’S, THE AMERICAN MAGAZINE 
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Soldier Not Sold 
on Real War Job, 
Admen Are Told 


Chicago, Jan. 11.—A stinging, if 
indirect rebuke, was administered 
to the advertising profession yes- 
terday by R. N. McMurry, profes- 
sional personnel expert, in the 
course of a talk to Chicago Post 
170, American Legion, which re- 
cently launched a _ rehabilitation 
program for ex-service men—par- 
ticularly those who were formerly 
in advertising. Dr. McMurry will 
act as corlsultant to the post place- 


BOOKLET MAILED 
FARCUTINGS ON REQUEST 


ment committee, which has al- 
ready lined up 200 jobs. 

“The American soldier,” said 
Dr. McMurry, “labors at a terrific 
disadvantage in his battle against 
the Jap and the German because 
he has not been sold the idea that 
this is a crusade or a holy war. 
The Jap is fighting for his Em- 
peror and death on the battlefield 
means Valhalla. The German is 
fighting for his life. The Yank is 
fighting because of the accident of 
birth and he regards the whole 
thing as a dirty trick on him. 
When he loses enough of his bud- 
dies, he may become more enthusi- 
astic about knocking over the foe, 
but at the start he is severely 
handicapped by the lack of sales- 
manship prevailing in this coun- 


Dr. McMurry brought some 
comforting advice to those in the 
advertising business who have 
doubts about their own qualifica- 
tions. 

“No test has yet been devised 
which will indicate a person’s like- 
lihood to succeed in advertising,” 
he said. “Hence no one can prove 
that you shouldn’t be in advertis- 
ing. Actually, a few eccentricities 
may prove very helpful in adver- 


tising, but no one is sure just 
which ones these may be.” 


Discontinues ‘Octagon’ 

The American Institute of 
Architects has discontinued “The 
Octagon” in favor of a more com- 
prehensive “Journal of the Ameri- 
can Institute of Architects” as its 
official monthly organ. Henry H. 
Saylor has been appointed editor, 
with headquarters in Washington. 


Massey Promoted 


William J. Massey has been 
named general lamp sales manager 
of the Westinghouse lamp division, 
Bloomfield, N. J. Mr. Massey, who 
has been associated with the com- 
mercial activities of the lamp divi- 
sion since 1907, was appointed as- 
sistant sales manager in 1938. 


Gets Industrial Account 


Foote, Pierson & Co., Newark, 
N. J., manufacturer of precision 
electronic instruments, has ap- 
pointed Needham & Grohmann, 
New York, to handle its advertis- 
ing. Industrial publications will 
be used. 


Starts Campaign 
Stressing Fish as 
‘Every Day Food’ 


(Picture on Page 53) 

Kansas City, Jan. 12.—With the 
sale of fish generally hitting a 
peak on Fridays in the Midwest 
and Southwest, the Mid-Central 
Fish Company, Kansas City dis- 
tributor, has opened a campaign 
stressing fish as an “everyday 
food.” 

The campaign is regarded as a 
postwar venture, according to O. L. 
Carr, president of the company, 
which is now supplying retailers 
with practically all the fish and 
sea food it can obtain. By devel- 
oping a greater appreciation of the 
value of fish as a food, he said, it 
is hoped to increase total con- 
sumption when supplies become 
more plentiful. 

The sale of fish on one day a 
week is a hangover from the time 
when transportation of perishable 
commodities was rather haphazard 
and consumers were more certain 
of first quality fish and sea food 
if purchased on Friday, Mr. Carr 


Worcester's 


WORCESTER, 


Buying Income 


over 


1938 


Sales Management (Interim Supplement to 
Survey of Buying Power) estimates Worces- 
ter’s effective buying income for the year 
ending Sept. 30, 1943 at $274,603,000 — 
a gain of 137.8 per cent over peacetime 


1938. 


Worcester’s Retail Sales (same source, same 
period) are estimated at $137,525,000 — 
a gain of 94.1 per cent over peacetime 


1938. 


Massachusetts 


Photo by Lambert 


NOW ... more than ever ...one of the 
great MUST Markets of New England! 


The Worcester Market—heart of war-busy New England 
—rates a MUST on every 1944 schedule planned to 
cover the nation’s high-spots of buying power. 


POPULATION: City Zone 235,125. City and Retail Trading Zones 440,770 
—all within easy trading distance of Worcester stores, and all within the 
area blanketed by The Telegram-Gazette. 


CHUSETTS | 


Feb. 9-11. 
ment Association, midwinter in. | 
dustrial relations conference, Pal. } 
mer House, Chicago. 

May 25-27. Associated Business 


American Manage- J 


Papers, annual spring meeting, 
oo Country Club, Rye, 


said. Advertisements point out 
that “delicious fish and sea foods 
are now available every day in the 
week,” that fish “is extra rich in 
natural vitamins and minera!s,” 
and, moreover, “no points are re- 
quired.” 

Car cards and a series of painted @ 
bulletins are being used in Kansas 3 
City. The campaign will be ex- 
tended later to cities where com- 
pany branches are located. Bar- 
ron’s Advertising Company is the 
agency. 


Sponsors War Stamp Sale 


An advertising campaign to sell 
$2,000,000 in war savings stamps 
during February, sponsored by the 
food industry of Canada, has been 
approved by the Dominion’s min- 

# 


ister of finance. 


Hendry to Buchen hat 

Chester S. Hendry, formerly ie 
executive vice-president of Grant 
Advertising, Inc., in charge of 
Brazilian developments, has joined 
the export department of Buchen 
Company, Chicago. 


Appoints Noedinger 
Ed Noedinger has been named 
office manager of the Chicago 
branch of George E. Thompson & 
Associates, New York, national 
outdoor advertising representative. 


-PARDON THE PUN— 
BUT ALL US 
"“F&P COLONELS" 
ARE 
JOHNNY ON THE 


SPOTS! 


Exclusive 
National 
Representatives: 


Indianapolis 
Kalamazoo-Grand Rapids 
IOWA 
Des Moines 
SOUTHEAST 
Charleston 
SOUTHWEST 
Tulsa 
PACIFIC COAST 

and WRIGHT-SONOVOX, Inc. 


For latest radio information, call 


FREE & PETERS, lic. 


Pioneer Radio Station Representat/ ves 
Since May 1932 

CHICAGO: 180 No. Michigan....... 378 

NEW YORK: 444 Madison Ave...... 

ATLANTA: 322 Palmer Bidg.......... 

SAN FRANCISCO: 11! Sutter........ 


| Conventiong{ 
a 
try.” 
. 
WILLIAM BALSAM — 
| 
$40 CHICACO-WAHITEHALL 7819 | | 
| 
WORCESTER MASSA Ceorce F. Boorn, 
OWNERS OF RADIO STATION WTAG * 
HOLLYWOOD: 1512 N. Gordon St..Gladstone 


ADVERTISING MATERIAL 


TURN IN YOUR OLD, DISCARDED OR OBSOLETE 
DISPLAYS, CARTONS, CATALOGS, BULLETINS, FOLDERS 
and OTHER UNUSED ADVERTISING MATERIAL NOW! 


The continuation of our offensive in Europe and the Pacific is 
seriously menaced by an inadequate supply of paper, one of 
our most vital weapons of war. Lack of manpower in forests 
and mills, stoppage of pulpwood importations, curtailment of 
transportation facilities, shipment of waste paper products 
overseas, are-important factors in this shortage. In spite of the 
urgent need for every obtainable pound of waste paper, the 
salvage drive is falling far short of its mark. Prompt relief is 
imperative. Advertisers who have old, unused advertising dis- 
plays and other promotional material stowed away, must do their 
share. Check your stockroom, warehouse and distributors at 
once and release every pound of paper you possibly can. 


Uation YU" Rag 


NABBB Opens Office 


An Office of Business Relations, 
temporarily located in the Ellicott 
Square building, Buffalo, N. Y., 
has been opened by the National 
Association of Better Business Bu- 
reaus to broaden general knowl- 
edge of the Better Business Bu- 
reau movement and to unify the 
organizations’ public relations 
work. W. Dan Bell, chairman of 
the business relations committee 
of NABBB, is in charge of the new 
office. 


Huge Demand for 
Durable Goods 
Shown in Survey 


Washington, D. C., Jan. 12.— 
Patterns for huge postwar mar- 
kets for consumer durable goods 
were revealed to WPB officials as 
a result of the study of consumer 
demands, recently described in the 
general press as a poll showing 
public need for elastic, alarm 
clocks and ration points. 

A breakdown of the many items 
covered by the survey showed that 
elastic tape, wash tubs, sheets, 
buckets and alarm clocks were 
mentioned most often as scarce 
items, but officials caution that 
the need for appliances should not 
have been overlooked. 

While washing machines, radios, 
electric refrigerators, and other 
household items were less fre- 
quently mentioned, the _ results 
showed immediate need for nearly 
a million of each of these items. 


While this quantity was small, 
compared with the numbers that 
wanted alarm clocks and elas- 
tic, officiais say it is important to 
the sizable number of families in- 
volved, and should not be lightly 
brushed aside. 

Officials make no pretense that 
the survey gives an accurate pic- 
ture of the postwar possibilities 
in the consumer goods field. They 
point out, for instance, that there 
were only 5,000 interviews, and 
while the poll was done on a thor- 
ough scientific basis by the Bureau 
of the Census, each interview rep- 
resented 7,400 families. 


Await Postwar Models 


In addition, it is pointed out that 
the demand pictured in the sur- 
vey is governed by wartime con- 
ditions of voluntary self denial or 
resignation, and that many people 
have delayed purchases at this 
time in anticipation of postwar 
models. 

During the past year, WPB 
found that despite common knowl- 
edge that durable foods were 
scarce, 1,430,000 families tried to 
buy a radio; 160,000 wanted elec- 
tric stoves; 710,000 attempted to 
buy sewing machines; 1,810,000 


sought washing machines; 2,250,- 
000 were in the market for electric 
irons; 580,000 looked for cooking 
stoves; 1,080,000 for vacuum clean- 
ers, and 1,290,000 for mechanical 
refrigerators. 

In many of these cases, WPB 
found, the appliances were neces- 
sary to replace articles which had 
gone out of order, although in some 
cases was stimulated merely by 
abundance of spending money. 

More than half of the 1,430,000 
who wanted to buy radios were 
unable to get satisfactory new or 
used sets. Officials point out that 
many of these people considered 
that they suffered an actual hard- 
ship as a result, so they say we 
must not put aside the desire for 
prompt reconversion as soon as it 
is compatible with the war pro- 
gram, on the ground that consumer 
durable goods had a low popular- 
ity rating in the poll. 

In the radio field, the survey 
showed that 89% of American 
householders had radios, and that 
about 8,000,000 of the nation’s. 46,- 
380,000 sets, as indicated in the 
survey, were currently out of or- 
der. Of those not operating, 6,- 
610,000 are in homes that depend 
on a single set. 


MORE 
MORE 
MORE 
MORE 


OTHER RADIO STATION 


ADVERTISERS SPEND 


MONEY TO SELL 


MERCHANDISE TO 


PEOPLE 


THAN ON ANY 


IN THE WORLD 


WLW 


DIVISION OF THE CROSLEY CORPORATION 


THE NATION’S MOST MERCHANDISE-ABLE STATION 


Advertising Age, January 17, 19@ 


Enumerators found that 11,000, 
000 of the nation’s radios are be 
tween five and nine years oj 
while there are 2,500,000 sets only 
a year old; and about 4,500,099 
sets that are two years old, and ap 
equal number three years old 
to year old sets number 3,310. 
The survey showed that 3,500, 
000 persons had attempted to buy 
replacement tubes for radio sets 
and that 2,240,000 of these persons 
had been unable to get the right 


lected types within the next three 
months. 

Of the nation’s 3,690,000 electric 
cooking stoves, WPB found only 
75,000 out of order. Electric 
stoves, the survey showed, are 
more popular in the far West and 
in rural areas. In rural non- 
farm homes, and in towns of 1,500 
to 25,000, about 14% of the homes 
cook with electricity, compared 
with a national average of 10%. 

Only 5% of nearly 22,000,000 
sewing machines are out of order, 
the study indicated, although an- 
other 30%, more than 6,600,000 
machines, are only “workable.” 
About 75% of rural homes have 
sewing machines, against a na- 
tional average of 60%. More than 
half of the 710,000 people who 
wanted machines last year were 
disappointed, and WPB says that 
58% of them felt that they suf- 
fered real hardship as a result. 


Washers Head List 


Washing machines headed the 
list of scarce commodities which 
people felt caused real inconveni- 
ence and hardship. Only 330,000 
new and used washers were avail- 
able last year for 1,810,000 poten- 
tial customers, of whom 72% 
claimed hardship from their dis- 
appointment. 

The country has _ 17,670,000 
washing machines now, 64% of 
which are in good condition. Most 
of the others are workable, al- 
though 840,000 apparently are out 
of order. A third of the nation’s 
washing machines are five to nine 
years old; nearly 20% are 10 to 
13 years old; 11.6% are 15 years 
old; 10%, two years; 10.5%, three 
years and 8.2%, four years old, 

Electric irons have already been 
ordered back into limited produc- 
tion for this year, with 2,000,000 
tentatively scheduled for produc- 
tion and possibility of increased 
quotas if materials permit. Be- 
fore the program was enacted, the 
survey revealed, 20.2% of Ameri- 
can homes had no electric irons, 
and that only 420,000 of 2,250,000 
possible buyers had obtained irons 
last year. There are 29,750,000 
irons in working order, another 
1,600,000 out of order. 


reach a 


School TEACHER 
and you reach the core of 
an American Community 


Pupils in public schools are under the in- 
fluence of their teachers each day 4 
longer time than under their parents 
The scope of the teacher is great. | 
she understands your product, your com- 
pany, your ideals of a business economy, 
the impression she passes on to "ef 
pupils is not likely to be detrimenta' 


But does she know what you'd like her 
to? Why not tell her in the pages of her 
official state magazine? We'll be led 
to show you how. 


Georgia C. Rawson, Manager 


STATE TEACHERS MAGAZINES, Inc. 


307 N. Michigan Avenue, Chicago |, |'' 
An association of 42 state teachers mag es 


tube, a situation which WPB has) 
already recognized with adoption! 
of a program for production of) 
4,500,000 replacement tubes of se.” 
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ever see a 


Skirmishes aren’t confined to battlefields—not by any means. 


Every week in hundreds of thousands of homes throughout the country there are 


friendly family skirmishes over The New York Times Magazine. Every 


member of the family pounces on it. 


And you really can’t blame them. For in the pages of this skillfully edited Magazine they find material 4 : ail 
from which they form their own opinions on burning issues of the day. 
When-will-the-war-end? How-about-the-peace? What-does-Russia-think? This 


is the news behind the headlines, background news they must have to understand the significance 


of each day’s events. Times correspondents, on the spot wherever news is 


being made, analyze, interpret and highlight that news... 
recognized authorities on specific questions give their opinions, clarify 


beclouded issues. 


This background news of world affairs is just one of the many 
attractions The Times Magazine holds for alert, intelligent men and 

women the country over. Its first-hand stories direct from fighting 
fronts—its close-ups of important people, their thoughts, 


’ their actions, their ideas—its up-to-the-minute news of food, fashion, 


and child care—add up to a book full of absorbing reading every week. 
Add up, too, to a “natural” for advertising schedules both 


now and after the war. 


The New Hork Simes Magazine 


CARRIED EXCLUSIVELY BY THE NEW YORK TIMES INTO OVER 800,000 HOMES EVERY SUNDAY 
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Majority Plans 
New Packages for 
Postwar Selling 


Chicago, Jan. 13.—Tremendous 
activity in the field of packaging 
after the war is strongly evidenced 
by a survey just completed by Ap- 
VERTISING AGE, which shows that 
among manufacturers 70% of those 
responding are considering pack- 
ages for new products, and 60% 


oroducts after the war. 

Another facet of the same pic- 
ture is shown by the comments of 
100 agency executives, 56% of 
whom report one or more clients 
considering packages for new 
products, and 53% of whom de- 
clare that clients are planning new 
packages for existing products 
after the war. 

Not only are executives of man- 
ufacturing companies vitally inter- 
ested in packaging ideas, methods 
and materials, the study showed, 
but agency executives are almost 


pany executives this interest in 
packaging is practically universal, 
while among agency executives 
90% reported a direct interest in 
this subject, with 80% of the 
agency executives asserting that 
they have a part in designing new 
packages and in the selection of 


packaging materials their 
clients. 
Names Budd Company 


John Budd Company has been 
named representative of the Prog- 


Standard Brands 
Releases Three 
1944 Schedules 


New York, Jan. 14.— Standard 
Brands has launched its 1944 news- 
paper advertising program for 
Fleischmann’s yeast, Royal des- 
serts and Chase & Sanborn coffee, 
all three products being promoted 
in color ads in various publica- 
tions. 


are plannng new packages for old| equally concerned. Among com-| ress-Index, Petersburg, Va. For Fleischmann’s yeast one- 
 IRKTUSSI. = 
E MFG.CO. SALES 


| | 


CHICAGO 11 


50,000 WATTS 


ILLINOIS 


720 KILOCYCLES 


Tra J Irktussle 


A CLEAR CHANNEL STATION 


MUTUAL BROADCASTING SYSTEM 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York 17, N. Y.* PAUL H. RAYMER CO., Los Angeles 14, Cal.; San Francisco, Cal. 


Hips 


Advertising Age, January 17, 


1944 


third pages will be used in the 
Metropolitan Group and large 
space units in The America, 
Weekly, supported by insertions j in 
about a dozen other independent 
newspaper supplements. As in the 
past, copy will adhere to the 
“bread is basic” theme, stressing 
bread as something more than q 
convenient food, being nutritioy; 
and essential to normal growth, 
and pointing out that good bread 
is made with Fleischmann’s yeast! 
Life and Look, which were used) 
throughout 1943, have bee, 
dropped this year. Arthur Kudner, 
Inc., is the agency. 

Employing 56 papers with a 
combined circulation of 13,900,000, 
third, half and quarter pages to 
promote Royal desserts will be: 
used in 29 papers of the Metro.| 
politan Group, 11 in the Pacific 
group, and 16 independent news. 
paper supplements. A comic tech. 
nique will continue to dominate 
promotion for this product, with 
initial copy appearing Jan. 30. Ted 
Bates, Inc., handles Royal adver. 
tising. 

Advertising for Chase & San- 
born coffee, concentrated almost 
exclusively in radio during the 
rationing period, is being resumed 
to some degree in publications but 
how extensively could not be 
learned. However, under the cap- 
tion “Biggest swing in coffee his- 
tory,” advertising for this product 
began in the first tabloid - size is- 
sue of The American Weekly. 
J. Walter Thompson Company is 
the agency. 


FCC Ruling 
Forces Sale of 
KOIL and KFOR 


Omaha, Neb., Jan. 11.—Sale of 
Stations KOIL, Omaha, and KFOR, 
Lincoln, by Central States Broad- 
casting Company to Charles and 
James Stuart of Lincoln is con-! 
templated, it was said this week by 
Charles L. Carper, president of 
the Sidles Company, Omaha, 
which owns an interest in Central 
States. The Stuarts were stock- ; 
holders in the Sidles Company 
until last October. i 


Reason for the sale, according 
to Mr. Carper, is the recent FCC 
ruling that no radio station owner 
may own more than one station 
serving the same primary area, f 
Central States, said Mr. Carper, 
will keep its largest station, KFAB, | 
Lincoln, and plans to make it a 
50-kilowatt station after the war. 

A proposed contract between 


the Stuarts and Central States is 
being drawn up and will be pre- 
sented for approval to the FCC. 


Lock to Start Drive 


Lock’s Laboratories, New York, © 
will begin a small-space advertis- 
ing campaign in a limited number 
of dailies in major eastern cities 
starting about Jan. 17, for its line 
of medicinal foot preparations. A 
special combination offer will be : 
featured in the advertising, which | 
will appear in all papers twice/ 
weekly. H. C. Morris & Co., New) 
York, is the agency. 


SELLING NEW HAVEN’'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours dally 
to bring you coverage of — 
best-spending customers . . 

100,000 readers daily! 


JOURNAL-COURIER 
NEW HAVEN, CONN: 
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As seen in LIFE and FORTUNE 


BEFORE MATCHES. In the kitchen of the 
Pharaoh’s palace, Amon, the firemaker, bends 
over his bow drill rapidly rotating the fire 
stick in one of the holes on the wood block in 
order to start a fire. In fact, even after the in- 
vention of the friction match in 1827, primi- 
tive peoples were still making fire by wood 
friction or equally tedious methods. 


It was not until about 1916 that Book Matches, 
the quick, convenient method of firemaking, 
made their appearance. Today Book Matches 
are indispensable companions to one of the 
most popular habits in the world — smoking. 


As a result they have become an outstanding 
advertising medium ...the type of advertis- 
ing medium that many manufacturers have 
dreamed about, for their name or the name of 
their product is placed, in colors, directly 
before the eyes of the consumer many times 
every day. 


UNIVERSAL MATCH 


AN INSTITUTION 


KEYED TO LEADERSHIP 


3,327 B. M.* 


LOWEST COST PER READER 
Although Book Match advertising is com- 
paratively new, UNIVERSAL has already de- 
veloped it to the point where it has these out- 
standing advantages: 


1. Costs only 1/20 of one cent per book. 
(As low as 1/40 of one cent in larger 
quantities.) 


2. Because there are 20 matches in each 
book—your message is flashed be- 
fore the eyes of each person 20 times 
(for a total cost of 1/20 of one cent 
or less.) 


3. There is no extra charge for color. 


4. Since only your advertisement ap- 
pears on the book, it does not have 
to compete with others for the user’s 
attention. 


+ 


5. Because of UNIVERSAL’S nation- 
wide distribution facilities, coverage 
can be arranged to reach every city, 
town and village in the country, or 
can be limited to any one market. 


Many of the country’s leading advertisers have 
discovered the power and advantages of Uni- 
versal Book Match advertising, and today are 
using hundreds of millions of match books. 
No matter what your business or its size you can 
use Universal Book Match advertising profitably. 


MAKE SIMPLE, INEXPENSIVE TEST 


You can easily prove for yourself, with a very 
nominal expenditure, the value of Universal 
Book Match advertising. Write for further 
information. There’s no obligation. 


UNIVERSAL MATCH CORPORATION 
General Offices — Saint Louis 
Sales offices in all principal cities coast to coast 


CORPORATION 


AND DEDICATED TO SERVICE 
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Victory Ad-Tool 
Kit Prepared by 
Meyer Both 


New York, Jan. 12.—After six 
months of preparation, Meyer 
Both Company has wrapped up its 
“Victory Ad-Tool Kit” in antici- 
pation of the day when Allied 
military might finally overcome 
Nazi Germany. 

When Italy fell, many news- 
papers ran ads hurriedly prepared 


after the event, and_ rushed 
through for the occasion. The 
“Victory Kit” is the result of 
newspaper experience at that time. 
Meyer Both Company started 
planning suitable material for ad- 
celebration. Ideas and suggestions 
were submitted by newspaper 
advertising managers throughout 
the country. 

The kit furnishes complete ad- 
vertising ideas, illustrations, head- 
ings, layouts and copy specially 
geared for immediate release when 
Germany falls. Miniature layouts 
and full copy provide ads suitable 


for use by any and all types of 
merchants, with illustrations from 
one column to eight column sizes. 

A four-page full newspaper size 
production is already out with 
sufficient material for papers to 
produce a special section with ads 
set up in type, ready to “scoop the 
town” with the first edition that 
hits the streets on V-Day. 

A special “Peace in Europe” 
package, containing ten dramatic 
pages produced by top artists and 
copywriters, is also being prepared 
by Meyer Both and will be ready 
shortly for newspapers desiring to 


sell the materials in full page size. 
All of the copy which has been 
readied is of the “Two down, one 
to go—Tojo” variety, and makes 
clear that the United States still 
has a war to fight with Japan. 


Joins Ken-L Products 


C. E. Harbison, in charge of the 
kennel departments of Vogue and 
House & Garden for the past 15 
years, has resigned to join the 
Ken-L Products Division, Quaker 
Oats Company. He will continue 
as a consultant for the Conde Nast 
Publications. 


--. Have you heard the new 


Imagine ... these guys think Jack Benny is 
a “Johnny Come Lately.” Believe it or not, 
they heard Benny on the air for the first time 
a little over a month ago. You see, they live 
in one of the many Pacific Coast markets that 
depends entirely on Don Lee for network 
reception, and Don Lee recently started re- 
leasing the Jack Benny show, every Sunday 
evening, over all 34 stations. 

Now every radio family on the Pacific 
Coast can hear Benny— many of them for 
the first time. This is extremely important 
... you, too, may have a show that’s a wow... 
it may have a terrific rating in the 4 regu- 
larly Hooper rated cities on the coast. But 
a special Hooper radio survey (the largest 
ever made on the Pacific Coast—276,019 
telephone calls) shows that in many of the 


THOMAS S. LEE, President 

LEWIS ALLEN WEISS, Vice-Pres., General Mor. 
5515 MELROSE AVE., HOLLYWOOD 38, CALIF. 
Represented Nationally by John Blair & Co. 


THE 


NATION’S 


GREATEST 


radio comedian, Jack Benny? 


markets outside of the 4 Hooper cities, 60 to 
100% of the radio listeners are tuned to 
Don Lee. If your show isn’t on Don Lee, an 
awful lot of people aren't going to hear it. 

Incidently, in case any one tells you that 
these listeners aren't worth going after, re- 
mind him that over half of the retail sales* 
on the Pacific Coast are made outside the 
4 counties in which the regularly Hooper 
rated cities are located, and more than 9 
out of every 10 Pacific Coast radio families 
live within 25 miles of a Don Lee station 


. very handy, eh? 


“Sales Management Survey of Buying Power, May 10, 1943 
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War Economy ust 
End with Peace, 
Brown Asserts 


New York, Jan. 12.— When Ger. 
many is defeated the new admin- 
istration and the new Congress 
must make it clear that the Unithg 
States is not going to continué a 
war economy after the war, Lewis 
H. Brown, president, Johns-Man- 
ville Corporation, told members 
of the Sales Executives Club here 
yesterday. 

Speaking on “Patterns of the 
Postwar Future,” Mr. Brown said 
business cannot make definite 
postwar plans until it knows 
“what the rules are going to be 
when the game starts,” adding 
that Americans “want freedom— 
not four freedoms, eight freedoms 
or 40 freedoms.” 

Private enterprise must continue 
to go forward with confidence, he 
asserted, assured that government 
will start immediately to remove 
every obstacle and to offer every 
reasonable inducement to the 
building of new productive equip- 
ment which will provide employ- 
ment and eventually raise the 
standard of living. 

Such assurance by the govern- 
ment, he said, will enable indus-) 
try, labor, agriculture and govern- 
ment to bring about cooperatively: 
a program that will encourage 
the expansion necessary to meet 
our postwar needs. 


Must Profit from Past 


“In building such a program,” 
he declared, “we must profit from 
past experiences and guard against 
inconsistencies in economic poli- 
cies which can allow taxes to fall 
too largely on venture capital and 
on incomes derived from daring 
and innovation, thus drying up a 
major source of employment; poli- 
cies which encourage monopolistic 
practices that restrain free com- 
petition; policies which allow 
strong pressure groups to force 
wages or prices too high for full 
employment.” 

Predicting permanently higher 
prices and higher wages in thé 
postwar period, Mr. Brown said 
that once having risen, the ten- 
dency for wages to maintain the 
new level has been demonstrated 
in this country for more than a 
century. Since wages and sal- 
aries in manufacturing make up 
80% of costs, high money wages 
in a free economy must inevitably 
result in higher prices in terms of 
money, he added. 

Citing the development of new 
knowledge and skill in the field 
of distribution as the great chal- 
lenge in the postwar future, Mr. 
Brown warned that business must 
sell a lot more per capita in 1949 
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than in 1929, if the country’s vast 
production facilities are to be kept 
going. 

Sales forces in American busi- 
ness, distribution experts, and ad- 
vertising and sales promotion 
executives will face an unprece- 
dented task, Mr. Brown said, be~ 
cause despite great productio® 
capacity and huge consumer pur© 
chasing power, necessary consum~ 
er demand must be built up. 


Drug Stores to Launch 
‘Large Size Week’ 


Emphasizing the need for war- 
time savings on paper, packaging 
and other materials and the cash 
economies made possible by con- 
sumers in buying large size drug 
products, the sixth annual “Large 
Size Week” is being staged by more 
than 3,500 chain drug stores, Jan. 
14-24. The event, sponsored by 
Chain Store Age, New York, fea- 
tures 53 fair trade brands. 

Point-of-sale material featuring 
a patriotic motif, the figure oj 
Uncle Sam, and the slogan, “Savé 
Materials—Save Money—Buy th 
Large Size,” is being used by the 
stores for window and interioy 
displays. 


Mosely in New Offices 


Mosely Selective List Service, 
Boston mail order list company, 
has moved to larger quarters at 
38 Newbury St., Boston 16. 
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Larus to Sponsor 
Lombardo Band 

ichmond, Va., Jan. 14.—Larus 
s Brother Company will sponsor 
anew radio show starting Jan. 16 
over the Blue Network, featuring 
Guy Lombardo and his Royal 
Canadians. 

Heard in behalf of Chelsea 
cigarets and Edgeworth pipe to- 
pacco, the show will be heard Sun- 
days from 10:30 to 11 p. m., EWT, 
on 62 Blue outlets, under the title 
“yusical Autograph.” 

me of the nation’s top bands 
fo many years, the Lombardo 
orchestra will play selections rep- 
resenting the choice or “musical 
gutograph” identifying some out- 
standing celebrity. Warwick & 
Legler, New York, is the agency. 


Helbros on Mutual 


Helbros Watch Company, New 
York, will sponsor a new program, 
“Pick and Pat Time,” over 12 sta- 
tions of Mutual, starting Jan. 18. 
Broadcast Tuesdays 8:30 to 9 p. m., 
EWT, the program will feature 
Pick ’n’ Pat, blackface comedians, 
with singer Mary Small and the 
music of Vincent Lopez and his 
orchestra. William H. Weintraub 
& Co. is the agency. 


Gilmore Oil Renews 


Gilmore Oil Company, Los An- 
geles, has renewed its NBC show, 
“Furlough Fun,” over 5 Pacific 
Coast stations. The audience par- 
ticipation program is heard Fri- 
lays 9 to 9:30 p.m., PWT. Ruth- 
rauff & Ryan is the agency. 


Replaces Horace Heidt 


In behalf of Tums, Lewis-Howe 
Company will replace “Horace 
Heidt’s Treasure Chest,” Jan. 18, 
with “A Date With Judy.” The 
latter program has been heard for 
the past three summers as a re- 
placement program for Bob Hope 
and Eddie Cantor, and the new 
assignment marks the show’s first 
regular spot. It will be heard over 
the full NBC network Tuesdays 
8:30 p.m., EWT. Roche, Williams 
& Cunnyngham is the agency. 


Borden Renews 


Pioneer (ice cream) Division of 
the Borden Company has renewed 
H. V. Kaltenborn’s news periods 
nm WEAF Mondays, Wednesdays 
ind Fridays, 7:45 to 8 p. m., EWT, 
for 52 weeks, effective Jan. 10. 
Pedlar, Ryan & Lusk is the agency. 


Trimount Resumes 


For the fifth consecutive season, 
Trimount Clothing Company, Rox- 
bury, Mass., will sponsor a 13- 
week campaign for its Clipper 
Craft clothes on the Blue Network, 
beginning March 19. The series 
will again present Dorothy Thomp- 
son, Sundays 7:15 to 7:30 p. m., 
EWT, on 69 stations. Emil Mogul 
Company, New York, is the agency. 


‘Coronet’ on Blue 
Coronet will sponsor a series of 


weekly on the Blue Network, 
Starting Jan. 24. The programs 
will be heard Mondays through 
Saturdays at 9:55 p. m., EWT, 
immediately following the Coca- 
“ola “Victory Parade of Spot- 
ight Bands,” on stations. 
chwimmer & Scott, Chicago, is 
le agency. 


Canada Dry Elects 
Brown Vice-President 


William S. Brown, who joined 
Canada Dry Ginger Ale, New 
York, in 1925, serving for the past 
seven years as advertising man- 
ager, has been elected vice-presi- 
dent. Mr. Brown will supervise 
and coordinate the advertising of 
the corporation’s several operating 
divisions and all of their products. 
Continuous growth of the company 
has resulted in broader advertising 
activities in many fields. J. M. 
Mathes, Inc., handles the account. 


Ford in New Post 


William Roy Ford, formerly 
“ssistant chief of the Fire Defense 
-ducation Unit of the U. S. Office 
of Civilian Defense, has been 
hamed assistant to L. W. Hutchins, 
director of the Safety Research 
Institute and president of Sheldon, 
Morse, Hutchins & Easton, Inc., 
New York technical advertising 


Names Badger, Browning 


Badger & Browning, Inc., Boston, 
has been appointed by Brown 
Durrell Company, Boston, national 
distributor of Gordon hosiery and 
Forest Mills underwear, as counsel 


on advertising, marketing and 
merchandising. Clifford P. Par- 
cher is account executive. 


Alexander to KODY 


John Alexander, formerly night 
supervisor of Station KSL, Salt 
Lake City, has been named man- 
ager of Station KODY, North 
Platte, Neb. 


Republic Aviation 
Names Erwin, 
Wasey & Co. 


New York, Jan. 10.—Erwin, 
Wasey & Co. today was ap- 
pointed to handle the advertising 
of Republic Aviation Corporation, 
Farmingdale, L. I., builder of the 
P-47 Thunderbolt. This expands 
the Erwin, Wasey list of aviation 
accounts to four. The others are 
Air Transport Association, Air 
Express Division of Railway Ex- 


press Agency and Kollsman Air- 
craft Instrument division of Square 
D Company. Republic’s advertis- 
ing plans for the coming year are 
to be announced later. 

In mid-1943 Reptiblic appointed 
Newell-Emmett Company to han- 
dle its advertising, and a campaign 
was planned using full pages in a 
list of magazines. In late October, 
about the time copy was scheduled 
to appear, Republic canceled the 
campaign and switched to news- 
papers with weekly insertions in 
major morning dailies in cities of 
250,000 population and over. Copy 
‘carried a picture of the Thunder- 


bolt, with text emphasizing Re- 
public engineering skill, precision 
workmanship, and the high-speed, 
high altitude performance of the 
plane. 


Haskins Joins Gulf 

Charles L. Haskins, who has 
been on the Chicago sales staff of 
Printers’ Ink for six years, has 
been named manager of the Cleve- 
land-Pittsburgh area for the Gulf 
Publishing Company, Houston, 
Tex., publisher of the Oil Weekly, 
Petroleum Refiner and composite 
catalogs for the oil industry. 


Ar war's end, a tremendous flood of sales promo- 
tion material and advertising literature will cram 
household mailboxes and cover the desks of busi- 
ness men. And much — far too much — of this 
material will be destined for the waste basket. 


Will your post-war sales and advertising litera- 
ture be doomed to this fate . 


. . or will it rate in 


the exceptional class that gets response? 


There is one definite way of imparting greater 
attention-value to your folders, booklets, circulars, 
broadsides and other literature. And that is by 


Producers of Fine FULL-Colored 
FOLDERS * BOOKLETS * BROADSIDES 
CIRCULARS 
POSTERS * STREAMERS * DISPLAYS, etc. 


PACKAGE INSERTS 


and publicity agency. 


using FULL Color. Case histories of the past in- 
dicate that FULL Color will help you surmount 


the hurdle of keener competition in the future. 
FULL Color reinforces the power of the printed 


piece... 
prestige and motivates response. 


it holds interest, reflects quality, builds 


It’s surprisingly easy and inexpensive to use 


FULL Color, too! 


Our exclusive FULL Color 


“Gang Run’ Service brings you sparkling, dra- 
matic, sales-boosting literature — lithographed in 


FULL Color—at a price comparable with what you 


are asked to pay for only two colors. Investigate 


—write us today. 


STECHER-TRAUNG 


LITHOGRAPH CORPORATION 
Rochester 7, New York 
San Francisco 11, California 


Offices in Principal Cities 


| 
= 
| 
| 
Ls 
) 
io 
| 
j 
| 
ad 
| 
| 
| 
. 
| = 
| 


Lack of effective 
over “mail order” solicitation of 
limited accident and health insur- 
ance constitutes a weak spot in 
the defense of state supervision of 
insurance, in the view of Iowa’s 
insurance commissioner, Charles 
R. Fischer. This lack, he told the 
National Association of Accident 
and Health Underwriters at Des 
Moines, “invites attack’ by those 
favoring general federal control of 


supervision | the insurance field. He suggested 


that a minimum amount of cover- 
age could be required by law and 
that state insurance departments 
could be given more extensive 
authority over advertising ma- 
terial used to sell insurance of this 
type. 

Publication of an article sug- 
gesting that quantitative circula- 
tion analysis, as practiced by the 


GIBBONS 


AOVERTISCING 


MONTREAL WINNIPEG 


KNOWS 
J. 2, GIBBONS LTD. 


REGINA 


CANADA 


MERCHANDISING 


CALGARY EOMONTON VANCOUVER 


Audit Bureau of Circulations, is 
outmoded and should be replaced 
by readership surveys, has stirred 
considerable resentment among 
ABC leaders, who assert that the 
unidentified author’s premises and 
conclusions are so wrong they 
don’t even want to discuss the 
matter. Anyone who wants to 
make qualitative studies of news- 
paper or magazine readership is 
welcome to do so, ABC leaders 
maintain, but the actual circula- 
tion count made by the ABC is 
still regarded as basic, and think- 
ing within the ABC board has not 
changed since that body definitely 
decided to stick to its knitting and 
to avoid all excursions into the 
qualitative field, in answer to sug- 
gestions advanced a couple of 
years ago. 


The linen supply industry has 


lined up with the country’s paper 
salvage drive and expects to make 
a saving of more than 3,750,000 
pounds of paper during 1944, a 
part of it due to larger bundles of 
garments, towels, etc., required by 
less frequent deliveries to factories 
and commercial users. Industry 
members are asking customers to 
salvage the paper on linen bundles 
for reprocessing. 


Gill Joins GF 


Earl F. Gill, formerly assistant 
director of research, Merchants 
Association of New York, and re- 
cently chief of the classification 
section, industrial personnel di- 
vision, Army Service Forces, has 
joined General Foods Corporation, 
New York, as assistant on plan- 
ning and research in the industrial 
relations department. 


YOUR 
KEY 


MILLION PURSES! 


SEE easel presentation 
based not only on continu- 
ous house-to-house surveys; 
but also on an analysis of 
extensive mail offers and 
numerous retail store records. 


Yes, there are 3% million bigger-than-average purses in 
America’s 4th Largest Market — more than in 14 major 
cities combined!* 


The most extensive study ever made of this important mar- 
ket* reveals never-before-available marketing facts... com- 
parative % hour ratings of all stations . . . discloses daytime 
and nighttime program preferences. In short, gives you the 
facts you need to get the most for your advertising dollar. 


You owe it to your clients and yourself to see it. Write or 
phone today: WAAT, NEWARK 1, NEW JERSEY. 


National Representatives (Outside New York Area) Spot Sales, Inc. 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” 


*Do you realize this market contains over 34% million people; more than these 14 cities combined: — Kansas City, Indianapolis, 
Rochester, Denver, Atlanta, Dallas, Toledo, Omaha, Syracuse, Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 


500.000 Water 
Systems Goal of 


Ist Postwar Year 


Chicago, Jan. 12.—With the pros 
duction of 500,000 electric far 
pumps and water systems in the 
first year after the war as its goal, 
the National Association of Do. 
mestic and Farm Pumping Equip. 
ment and Allied Products Manu. 
facturers has established a postwar 
planning committee to assist in the 
task. 

Because of the importance of 
running water in the nation’s food 
production program, the demand 
for water systems is far in excesg 
of the supply, said Herbert C, 
Angster, secretary-director of the 
association, at the recent annual 
meeting of the group here. How- 
ever, he said, manufacturers will 
be caught up with rationed orders 
by July 1, 1944. Industry repre- 
sentatives are confident that their 
respective companies can meet the 
postwar goal. 

In explaining the postwar plans, 
Mr. Angster said: 

“We could not have reached our 
goals in 1940 and 1941 without the 
help of dealers and distributors, 
We will need the help of dealers 
in the new postwar program. It 
is not too soon for dealers to note 
the names of prospects and to keep 
in touch with them until water 
systems are available.” 

Named to implement the as- 
sociation program are committees 
on marketing, exports, materials, 
engineering and personnel. 


Hardie to Leave PR&L 
for Bristol-Myers 


Joseph P. 
Hardie, vice- 
president of 
Pedlar, Ryan & 


Lusk, New 
York, where he 
has handled 
Ipana and Vi- 
talis advertis- 
ing, will join 
Bristol - Myers 
Company, New 
York, as vice- 


president in 
charge of sales 
on March 1. 

He succeeds Earl A. Means, who 
is retiring after 37 years of active 
service with Bristol-Myers, and 
will assume a newly-created post 
of honorary chairman of the board. 


Ryder Leaves B&S Mig. 


L. W. Ryder, general sales man- 
ager of Barlow & Seelig Mfg. Com- 
pany, Ripon, Wis., for the past 4% 
years, has resigned after nearly 16 
years of service with the company. 
He has acquired the controlling 
interest in the Ripon Lumber 
Company. 


Smith in New Post 

Garrett S. Smith, formerly ad- 
vertising manager of the Sara- 
togian, Saratoga Springs, N. Y., 
has been named acting national 
advertising manager of the Knick- 
erbocker News, Albany, N. Y. Both 
are Gannett publications. 


According ta the 
L. M. Clark 
Newspaper 


THE BOSTON 
RECORD-AMERICAN 
IS THE COUNTRY’S 
NO. 1 NEWSPAPER 


J. P. Hardie 
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Katz Leaves Rubinstein 
Myer K. Katz, for the past six 
years sales manager of Helena 
Rubinstein, Inc., New York, has 
resigned to become vice-president 
in charge of sales and promotion 
for Volupte, Inc., New York man- 
ufacturer of vanity and cigaret 
cases, and its affiliate, Herb Farm 
Shop Ltd., toiletries and cosmetics. 
Oscar Kolin, who has been with 
Rubinstein for 17 years, will suc- 
ceed Mr. Katz. 


ONE REASON WHY 


“No Burton Browne 
client has a competitor 


Companies Join for 
Postwar Sales Expansion 


A joint postwar sales expansion 
plan for plywood will shortly be 
inaugurated by Mengel Company, 
Louisville, and United States Ply- 
wood Corporation, New York, with 
a view to getting a drop on the 
business as soon as the war ends 
or restrictions are removed. 

First step in the program has 
been the organization of U. S.- 
Mengel Plywoods, Inc., to operate 
a chain of plywood warehouses in 
15 or more distributing centers. 
The major expansion in this direc- 
tion will occur after the war 
ends, but the parent companies 
have decided on immediate action 
in certain localities where it is 
deemed the war and other essen- 
tial needs are greatest. The initial 
unit has been opened in Louis- 
ville. 

While most plywood necessarily 


Edited by RALPH O. McGRAW 


is available presently only on 
priority orders, an increasing sup- 
ply of various types of plywood 
has been appearing on the open 
market. These represent, for ex- 
ample, surplus stocks made avail- 
able by cancellation or termina- 
tion of government contracts, cut- 
backs, and occasional supplies of 
priority-free plywood. 

For the Mengel Company, ware- 
house operation represents a new 
departure, but United States Ply- 
wood already operates indepen- 
dently 15 warehouses representing 
the largest distributing organiza- 
tion in the plywood industry. 
U. S. Plywood’s distributing units 
are located in cities from coast to 
coast. Some of the territory not 
now covered by its warehouses 
will be served by warehouses of 
the jointly-owned company. 

Products of the parent compa- 
nies complement each other, since 
U. S. Plywood manufactures prin- 


cipally northern hardwoods and 
western softwoods, while Mengel 
specializes in the manufacture of 
southern hardwood plywood as 
well as of finished plywood prod- 
ucts. More than 25 manufacturing 
plants are operated by the two 
companies. 

Mengel and U. S. Plywood have 
cooperated in the past on joint 
ventures. For some years they 
have jointly manufactured and 
marketed Flexwood wall covering 
and Flexglass, a flexible glass used 
for display purposes and for table 
service. 

Executives of the parent com- 
panies reveal that their joint ware- 
house operation involves also a 
combined plywood promotional 
campaign and introduction of new 
products as circumstances permit. 


Answering the question, “What 
about postwar and the railroad 
industry?” in a current advertise- 
ment, A. T. Mercier, president of 
the Southern Pacific, says his road 
expects to continue its forward 
course after the war by: (1) exten- 
sion of improvements in train 
accommodations and services inau- 
gurated before the war; (2) fur- 
ther development of services peo- 


Looking backward .. MAVLE MOVING FORWARD 


In the wake of Westinghouse broadcasting are bright ripples of 


achievement reaching back to 1920. However, past performance 


is but an augury of the future .. a pattern for still better 


service to public and sponsor alike ..a pledge to some 


18,000,000 people residing in Westinghouse primary areas that 


programs will continue to be of the very finest always 


. . that 


Westinghouse will continue to deliver Response Ability to all adver- 


tisers. (Ask NBC Spot Sales to confirm that!) Westinghouse 


looks back with pride while moving forward with confidence. 


WESTINGHOUSE RADIO STATIONS Inc 
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ple like and use, as contrasted with 
services the public does not use, 
and which operate at a loss, acting 
as a handicap to greater railroad 
progress; and (3) creation of new 
services and methods made possi- 
ble by new inventions and discov- 
eries adaptable to railroad trans- 
portation. 

Iron Fireman Mfg. Company 
tells dealers through its dealer 
magazine not to give the “cold 
shoulder” to people who inquire 
about equipment which cannot be 
delivered now, but rather to re- 
gard them ag the first ones who 
will want to buy as soon as stokers 
can be sold again. Many dealers, 
the magazine says, are building up 
large prospect lists from such in- 
quiries and in addition are mak- 
ing surveys and filing, along with 
the prospect’s names, the size and 
other data which will enable them 
to order the proper equipment for 
each job as soon as shipments can 
be resumed. Dealers are advised 
to enter on the cards the dates 
when inquiries are received so that 
the first prospect can be given the 
first opportunity to buy the first 
stoker released. Dealers are urged 
to maintain contact with prospects 
so as to keep their desire for Iron 
Fireman equipment so strong they 
will, not even consider accepting 
a substitute. 


* 


Pointing out that while words 
not only acquire powerful mean- 
ing by constant usage, they also 
often lose their power by be- 
coming commonplace, ‘‘Dividends,” 
house publication of Ketchum, 
MacLeod & Grove, Pittsburgh 
agency, says: “All this may sound 
a little academic right now when 
you have nothing to sell, but one 
of the phases of postwar planning 
that all of us should do something 
about is planning to make postwar 
advertising more effective. We 
may all need it.” 


* * * 


In the “Question of the Week” 
column of United States News for 
Jan. 14, Fred Maytag, president of 
the Maytag Company, says that in 
his opinion most manufacturers of 
washing machines and ironers will 
require approximately six months, 
commencing with the date of au- 
thorization, to reconvert plants 
and reestablish the flow of com- 
ponent parts and raw materials. 


Industry is making its postwar 
planning more complex than 
necessary because it is dealing too 
much with the unknown and the 
unpredictable, declares business 
engineer George S. May. Such 
procedure, he says, leads into a 
maze of bypaths, dead-end’ streets 
and blank walls. Postwar plan- 
ning, therefore, should be based on 
the known and proved elements of 
good management. 


Sidustrial 


ACCOUNT 
EXECUTIVE 


Versatile, thoroughly 
experienced industrial 
agency executive, recog- 
nized as A-1 copy and 
contact man, is interested 
in permanent connec- 
tion with soundly-organ- 
ized, growing agency. 
Well grounded in effec- 
tive campaign planning; 
accustomed to vigorous 
thinking and a logical 
approach to advertis- 
ing problems. Highly 
regarded by publishers. 
Can demonstrate $12,000 
earning capacity.Age 48. 
Available early February. 
Box 4511 
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FOR DATA SEEKERS 


That plastics material manufacturers have 
developed from a group of isolated producers 
into an important supply industry, offering 
reliable test data, is indicated by: 


1— The Plastics Materials Manufacturers 
Association has issued its second edition of 
“Technical Data on Plastics Materials” — a 
valuable properties table summarization of 
eighteen materials, in accordance with 


A.S.T.M. standards. 


2—Eleven manufacturers of plastic laminates 
have set up a laboratory at Johns Hopkins 
University with the hope that through the 
results of tests they will be able to furnish 
structural data available for use by all 
industries. 


3—The Society of the Plastics Industry has 
organized a technical committee to gather, 
synthesize and publish test data on all plas- 
tics material. 


4—At a recent American Chemical Society 
meeting, as many as seventeen papers were 
read on various phases of plastics. From this 
data is available information for important 
guidance. 


modern 


The Meeting Place 


122 EAST 42nd STREET @ 


IN THE FIELDS OF PLASTICS 


—AND THOSE FALLING UPON GOOD GROUND WILL 


GROW UP, YIELDING FRUIT A HUNDRED FOLD! 


PLASTIC PLUMBING FIXTURE . 


Look into the plastics ball for the future of 
plumbing! A new 3.5 oz. polystyrene ball- 
cock has been injection-molded automati- 
cally. It replaces copper and brass — saves 
36.5 ozs. by weight — is much simplified, 
easier working and water-resistant. Molded 
two at a time every 32 seconds, this unit 
conserves countless fabricating hours, man- 
power and vital materials. 


CONSERVATION WITH PLASTICS 


Where shortages of metals exist, replace- 
ments made of plastics are proving easier 
and quicker to fabricate. From a single mold 
—a million finished pieces... from one 
machine—a million feet of extruded plastics 
... and since the greater part of all plastics 
operations are auto- or semi-automatically 
performed, their use is also saving man-hours 
— solving man-power difficulties. These are 
the factors upon which lower costs can be 
projected. It won’t be long now! 


AHOY! . . . PLASTICS 


From the industry that builds ships comes 
news of further launching into plastics. A 


MAGAZINE 


glance along the ways reveals plastic bodies 
on welding machines . . . plastics templates, 
and in the ships themselves—structural wool- 
glass laminates, resin bonded plywoods, plas- 
tic pipe insulation. From now on as America 
builds and sails its ships—another world for 
plastics ! 


IN WASHINGTON 


Because certain elastromeric plastics have so 
much to offer, government agencies have 
found it necessary to subsidize certain mate- 
rials in order to continue their preference 
over these plastics. This particular situation, 
as high-lighted in December Modern Plastics, 
will be interesting to follow up. With one 
hand held in check, plastic still has what it 
takes to win. 


MODERN PLASTICS 


Now, while the rich soil of American business 
fields is being tilled for future harvest, it is 
good farming that Modern Plastics Magazine 
scatter these promising seeds. Should they 
prompt you to ask questions or seek further 
information, you will find the staff of Modern 
Plastics Magazine ready to assist. Your 
inquiries are especially invited. 


of Plastic Minds 
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Releases Are Necessary 


To the Editor: In a recent issue 
you ran an editorial entitled “Dis- 
play Advertising in Danger,” in 
which you stated at the end of the 
first paragraph that it was illegal 
to use mailing containers already 
on hand. 

It is our opinion that it is per- 
missible gto use containers which 
were in stock at the time of the 
WPB display order. 

J. H. 

Advertising Manager, The 

Company, Newark, 


[Editor’s Note: AA has checked 
with some of the largest mounters 
and finishers, who agree with our 
understanding that _ containers 
which were in stock at the time 
of the WPB display order are 
frozen, although they say that in 
many cases it has been a compara- 
tively simple matter to secure re- 
lease on container stocks. 


News Letter Clicks 


To the Editor: You might be in- 
terested in the enclosed recent 
copies of our “Long Beach Letter 
From Home.” 

This little letter of hometown 
news and gossip is being sent by 
KGER to all Long Beach men and 
women who have gone into the 
military service and are now far 
from home. We mail it out every 
two weeks, it carries no advertis- 
ing, and we are beginning to re- 
ceive some heart-warming letters 
of appreciation from soldiers and 
sailors. Although we are only on 
our third issue, our mailing list is 
now approaching the 2,000 mark 
and dozens of new names are com- 
ing in to us daily. It looks like a 


hit! 
LEE WYNNE, 
Commercial Manager, Radio 
Station KGER, Los Angeles. 


No Inhibitions 
To the Editor: It occurs to me 


that the enclosed advertisement 
taken from a newspaper of wide 


INDIA’S GREATEST TANTRIK-YOGI 


ASTROLOGER & PALMIST 


Highly appreciated by His Most Gracious 
Majesty King George the Sixth. 
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circulation here may be of interest 
to you and perhaps to your read- 
ers. 

I believe you will agree that the 
advertiser in these parts need have 
no inhibitions nor fret at restric- 
tions by the Federal Trade Com- 
mission. Despite this “freedom” 
to do as one pleases in copy, news- 
papers out here carry much less 
advertising than corresponding 
publications at home. 

Burton E. VAUGHAN, 
Lt. Col., A. U. S., India. 


Thinks Agency Names 
Might Destroy Illusion 


To the Editor: There’s quite a 
difference between the personal 
signature of an individual on a 
painting, or the name of an author 
on a book—and the signature of 
the advertising agency on an ad- 
vertisement. The painting is the 
painter’s work, the book is the 
author’s, but an advertisement 
represents not merely the techni- 
cal construction of a piece of ad- 
vertising, but the message of the 
client (and not of the agency). 

In signing advertisements with 
agency names, wouldn’t we be de- 


This department is a reader’s for 


stroying the illusion which the 
advertisement serves to create, 
that it is the advertiser actually 
talking, regardless of what tech- 
nical steps are taken in between 
to perfect the construction of the 
message? 

Somehow I feel the sincerity of 
the advertising message would 
suffer if any other signature 
appears than the advertiser’s. 

J. B. MILGRAM, 

Advertising and Merchandis- 

ing Manager, John F. Trom- 

mer, Inc., Brooklyn, N. Y. 


<7 
Backache Remedy Wins 
To the Editor: Curing her back- 


EPAGES 


[EPAGE'S GRIPSPREADER MUCILAGE 
[EPAGE'S WHITE PASTE 


Can’t Keep 
Grandma In 
Her Chair 


She’s as Lively as a Youngster — 
Now her Backache is better 
Many eufferers relieve nagging backache 
quickly, once they discover that the real 
cause of their trouble may be tired kidneys. 
shie® wav of 


ache worked wonders for Grand- 
ma. 
ARTHUR CLIFFORD, 
Holden, Stedman & Moore, 
Detroit. 


One Golf World 


To the Editor: The following is 
a paragraph taken from a letter 
written by a boy who used to work 
for the Acushnet Process Sales 
Company, New Bedford, Mass.: 

“TI visited many interesting cities 
and towns while in Africa, among 
them Casablanca, Fedhala, Rabat, 
Ouija, Gurfic, Fez, Mekes, Oran 
and several other smaller towns. 
I had the pleasure of swimming in 
the waters of Casablanca and 
Fedhala, and incidentally, they 
have a very nice golf course in 
Fedhala. One of our lieutenants 
and two enlisted men played golf 
on this course quite regularly. 
They had the pleasure of meeting 
on of the city’s prominent resi- 
dents who is a lover of golf. Well, 
the conversation finally drifted 
around to golf balls. I imagine it 
always does with golfers.» What 
do you suppose he said? ‘I would 
like to get my hands on about a 
half dozen of those Acushnet Tit- 
leist balls!’ The lieutenant had 
one and I believe still has. He 
guards it with his life.” 

HERBERT T. HAND JR., 

H. B. Humphrey Company, 

Boston. 


Says Rural Areas Are 
Waste Paper Source 


To the Editor: You may be 
interested in a copy of a letter I 
have sent to Rex W. Hovey, chair- 
man of the paper division of WPB 
in Washington: 

On a recent trip through rural 
sections of Ohio, West Virginia and 
Pennsylvania, I found tons of 
scrap paper that had been collected 
and no one to assemble these small 
collections and get them to the 
paper mills. 

Dealers would pay 20c for news- 
print and 30c for slick paper (a 
figure much below prewar prices) 
and farmers are getting disgusted 
and beginning to burn the paper. 
There is plenty of scrap paper if 
anyone is willing to pay the price 
to get it out. The cities have been 
pretty well combed—the country, 
not at all. 

The above prices, 20c and 30c 
per hundred, were paid only upon 
delivery of the paper to some cen- 
tral plant. One farmer had one 
ton of good scrap. If he hauled 
it nine miles, he would get $6 for 


um. Letters are welcome. 


it. This situation can be dupli- 
cated in varying amounts—liter- 
ally by the millions. 
E. E. ROBERTS, 
Journalism, Bethany College, 
W. Va. 


Criticizes CIAA 


Latin American Program 


To the Editor: I am interested 
in your valuable article about op- 
portunities in the Latin American 
market and I would like to add 
to this discussion in the light of 
Senator Butler’s equally valuable 
criticism of our government pol- 
icy. 

It is undoubtedly true that Latin 
America has a $1,000,000,000 trade 
balance in our favor, but beyond 
reporting that fact, the Coordina- 
tor of Inter-American Affairs has 
very little to do with it, on any 
constructive basis. In fact, the re- 
sult is in spite of, rather than be- 
cause of, the CIAA. 


South Americans have more 
money to spend for the same rea- 
son that this is true eleswhere. 
They have been receiving more 
money from us and they have less 
opportunity to spend it. Our war 
orders and wartime buying in 
their markets has given them huge 
surpluses, and they can’t spend 
this money either here or in 
Europe, as has been their practice. 
It is a condition, not a theory. 

We persist in a government pol- 
icy of giving things away, in South 
America and elsewhere, when 
common sense must tell us that 
better results, in quicker time, and 
at less cost, will follow the orderly 
processes of commerce and indus- 
try. The CIAA, like every other 
government agency, thrives on the 
spending of money, and they 
frankly discourage results on any 
self-liquidating basis. 

Through several years, the 
CIAA has consistently ignored the 
International Rotary (with 630 
clubs in South America), the Inter- 
American Safety Council (with 
more than 400 member-companies 
in South America) and other im- 
portant commercial groups, be- 
cause they prefer a basis of “cul- 
tural relations” to trade relations. 
They want to give something 
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away; and they spread doctrines 
of socialism, communism, and 
other “isms” rather than either 
commercialism or even plain 
Americanism. 

You will find that the Coordina- 
tor of Inter-American Affairs has 
money to sponsor a ballet troupe, 
or to send screwball modern art to 
South America, or to provide 
translations of books such as Stein- 
beck’s “Grapes of Wrath” or prop- 
aganda films that are drawn from 
left-wing sources, but they can’t 
find reason to be interested in proj- 
ects that might be self-liquidating 
or profitable, or which might op- 
erate even better for the future if 
there were rudiments of business 
management. 

The Coordinator’s program has 
been weighed and found wanting; 
it is “amateur, immature, ineffi- 
cient, insufficient, inappropriate 
and non-essental” as a use of war- 
emergency funds. It’s results have 
taken too long, cost too much and 
been generally inferior to the pro- 
fessional standards of any indus- 
try or trade group, including radio, 
motion pictures and publications, 
in which they have wasted mil- 
lions. 

WALTER H. Brooks, 


The Portiand Trading Zone 


+45 a market of 715,711 people 
according to the Oct. 1, 1943 
figures for Ration Book 2. 


..-bas a population 33% great- 
er than all the rest of Oregon. 


.--bas anindustrial payroll that 
averages over 48 million dol- 


lars monthly. 


Here The Daily Journal 

+++ concentrates 130,225 of its 
162,923 total circulation... 
the leading medium in Ore- 
gon'’s Only Major Market. 


WHAT YOUR 


aan 
= 
eee 


you lived in Parhland 


== YOU'D READ THE JOURNAL! 


WHETHER YOU eat at the Algonquin or the 
Automat, whether you like Beethoven or Boogy- 
Woogy, if you lived in Portland you'd subscribe 


to the Journal. 


The Journal is read by 22% more families in 
the Portland Trading Zone than any other daily 


Portland, but it’s six p.m. 


newspaper. And, 81% of its daily city circula- 
tion is delivered direct to Portland homes. 
This preference for The Journal by men and 
women in all walks of life is due primarily to 
The Journal’s popular balance of news and 
features. Due also to the fact that when The 
Journal goes to press it’s mid-afternoon in 


midnight or later in much of the rest of the 
world. This natural time advantage enjoyed on 
the Pacific Coast, only by afternoon newspapers, 
enables The Journal to bring its readers local, 
national, world news the same day it happens. 


No wonder The Journal is today, as it has 
been for years, the preferred newspaper in the 
Portland area, enjoying the largest circulation 


in its history. 


The JOU 


PORTLAND, OREGON 
Portiand’s Only Afternoon Newspaper 


Represented by REYNOLDS-FITZGERALD. . New York, Chicago 
Philadelphia, Detroit, Los Angeles, San Francisco 
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Transit Ad 
Group to Double 
War Drive Help 


Washington, D. C., Jan. 12.— 
The transportation advertising in- 
dustry launched a campaign this 
month to double its participation 
in government war campaigns 
with the creation of a 4th War 
Loan car card for local sponsor- 
ship, the first sponsored advertis- 
ing distributed for general sale in 
this medium. 

Prepared in cooperation with 
the poster clearance and allocation 
division of OWI, the card for spon- 
sorship will be in addition to the 
regular contributed space of ap- 
proximately 100,000 cards per 
month, provided through the in- 
dustry’s war campaigns pool. 

According to NATA calculations, 
about 5% of transportation adver- 
tising space is now devoted to of- 
ficial war messages. Since heavy 
demands have sharply reduced 
available space in many communi- 
ties, the sponsor card has been 
adopted in an effort to assure dis- 
play of the government message. 

All members of the NATA, and 
non-member transit advertising 
firms have been asked to under- 
write a minimum number of the 
new cards, to the equivalent of a 
half run of their vehicles for a 
period of six months. 

The firms may dispose of the 
cards as they please, but they are 
encouraged to interest regular ad- 
vertisers in using the government 
card. The project is described as 
“not a profit-making venture,” but 
“a method of cooperation whereby 
transportation advertising can 
make certain that this great me- 
dium is doing everything it can to 
shorten the war.” 

The first card for sponsorship 
will be a four-color war bond card 
by Dean Cornwell, “For His Pres- 
ent and Your Future.” It will be 
followed in subsequent months by 
non - controversial, non - political 
cards for Food Fights for Freedom, 
FBI, anti-inflation, Victory gar- 
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dens and other OWI campaigns. 

Representing OWI in planning 
the project is Jacques Dunlany, 
chief of the poster and clearance 
division, and former New York 
advertising consultant. 


NBC Issues Booklet 


NBC, New York, has* reprinted, 
in booklet form, statements made 
by Niles Trammell, NBC president, 
before the Senate interstate com- 
merce committee, on Dec. 7-8, 
1943, under the title “Radio Must 
Remain Free.” 


TWA Starts New 
Campaigns Via 
Kudner Agency 


Kansas City, Mo., Jan. 14.— 
Transcontinental & Western Air 
has released the first in a new 
series of page advertisements, with 
copy explaining the difficulty of 
handling non-war passengers at 
this time. The first insertion, cap- 
tioned ‘‘We’ll go all the way to get 
you there,” appeared last week in 


18 newspapers in 18 cities served 
by the line, signed by Jack Frye, 
TWA president. 

While the schedule calls for 
newspaper page units, smaller 
space will be employed where full 
pages are unobtainable. Supple- 
menting this campaign, four-color 
pages in Newsweek, The Saturday 
Evening Post, Time and United 
States News will be used. 

A separate campaign in about 50 
newspapers where TWA has ticket 
offices is scheduled to run through- 


week, in 150 and 300-line space. 
These ads, of a straight “product” 
nature, will play up air travel, 
with each signed by the local air- 
line’s agent. 

Arthur Kudner, Inc., New York, 
handles the account. 


Broach Joins Peck 


Fred S. Broach, formerly of Mc- 
Graw-Hill Publishing Company, 
New York, has been named an as- 
sociate of the James O. Peck Com- 


out the year. Called “destination| with each signed by the airline’s 
copy,” ads will appear once each| local agent. 
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...and NOW 
add to that 
LIST 


THE GARY 
POST-TRIBUNE 


Gary's only Newspaper 
* 


and sell the 
Gary, Indiana 
Trading Area 


-_-—--—- 


Population of area 200,000 
plus 


Wage earners. .50,000 plus 


Highest average weekly 
wage in Indiana. 


Second largest wage carner 
group in the state. 


Second highest number of 
income tax payers in the 
state. 


THE GARY POST-TRIBUNE 
gives you practically complete 
penetration in this market, backed 
by all the power of our carrier de- 
livered coverage of 
93% of the families (business 
men, steel executives and work- 
ABC aver- 
age for three months ended Dec. 
31, 1943, 36,837. 


more than 


ers) in our city zone. 


No combination of Chicago news- 
papers even approaches our cover- 
age in this area. 


THE GARY POST-TRIBUNE 
has one of the lowest PULLINE* 


rates in America. 


*PULLINE measures results 


when you use 


THE 
POST-TRIBUNE 


National 
Advertising Representatives 


BURKE, KUIPERS & MAHONEY 
New York Chicago 
Dalias Oklahoma City Atlanta 


Nationwide Sales 
Efforts Seen for 
Many Soy Foods 


FDA Survey Shows 
Marketing Progress 
of New Products 


(Picture on Page 53) 


Washington, D. C., Jan. 12.—The 
success of marketing experiments 
with new lines of soya foods that 
have appeared on grocer’s shelves 
in selected areas during the past 
three months, is encouraging many 
processors to plan ambitious na- 
tionwide selling efforts, a survey 
by the Food, Distribution Admin- 
istration shows. 

Many of the products, including 
pancake and waffle mixes, maca- 
roni and breakfast cereals, will 
soon be sold throughout the coun- 
try by established leaders in the 
food field, or special soya proc- 
essors who are participating in the 
program. 

During 1943 the War Food Ad- 
ministration encouraged develop- 
ments of the new line of soya 
foods, after a survey showed that 
soya was the one crop available 
in a quantity that would exceed 
demand. Even after allowance for 
huge lend-lease shipments, officials 
found that nearly 300,000,000 
pounds would be available for 
domestic use, many times the 
amount consumed in 1942. 

A special presentation of the 
possibilities of soya was prepared 
by the FDA to encourage develop- 
ment of soya foods or soya-en- 
riched foods by processors. Since 
soya is mild in flavor, requiring 
special care in preparation, the 
government devoted particular at- 
tention to the development of 
cooking instructions and recipes. 


See National Distribution 


With soya foods appearing on the 
market, the FDA’s grain products 
branch found in a recent study 
that most processors are already 
thinking in terms of national dis- 
tribution. 

After establishing complete dis- 
tribution in Minneapolis, St. Paul 
and Atlanta, and spotty distribu- 
tion in Chicago, Detroit and Mil- 
waukee, the Commander Larrabee 
Milling Company, Minneapolis, 
will expand distribution of Viva- 
soy to all areas. Durkee Famous 
Foods, Inc., Elmhurst, N. Y., after 
testing in New York, Detroit, Port- 
land, Me., St. Paul, Minneapolis 
and Pittsburgh, will go practically 
national, moving into all areas 
carrying Durkee products, for Soya 
Rich flour and Soya grits. 

Although distribution is now 
arranged for selected areas with a 
population of 50,000,000, A. E. 
Staley Mfg. Company, Decatur, 
Ill., expects to have Stoy flour 
in full national distribution by 
March. The Soya Corporation of 
America, currently restricted to 
New York, Philadelphia and 
Washington, plans national distri- 
for Sycora, whole soya 

our. 


Markets Three Products 


Among the mixes for pancakes, 
waffles, muffin and cakes, P. Duff 
& Sons, Pittsburgh, looks to na- 
tional markets for three soya prod- 
ucts: muffin mix, waffle mix and 
devil’s food mix. Pillsbury Flour 
Mills Company, Minneapolis, ex- 
pects to go national with its 
Golden Bake Mix, now sold in the 
East, selected areas in the Mid- 
west and northern California. 

Confections, Inc., a Chicago firm, 
with Soya King Wheat and Soy 
Mix, has scattered distribution in 
48 states, with effective coverage 
in Chicago, Philadelphia and the 
Pacific Coast. Soya Food Mills, 
Chicago, with a mix for griddle 
cakes and waffles and another for 
muffins, has distribution in the 
East and Midwest in both inde- 
pendent grocery outlets and chains. 
Georgie Porgie Mfg. Co., Council 
Bluffs, Ia., is marketing Soya 
Creme in the Midwest and a group 
of southern states. 


Marketing of macaroni, spa- 
ghetti and noodle products lags 
| behind other soya foods, with 


processors still limiting operations 
to test areas. The Golden Grain 
Macaroni Company, Seattle, will 
soon introduce Golden Grain 
Soyaroni in Washington, Oregon, 
Idaho, Montana and Utah, while 
the Mission Macaroni Company, 
also of Seattle, has already tested 
most of these markets, and is con- 
sidering expansion to California 
and Wyoming for an elbow maca- 
roni, an elbow spaghetti and me- 
dium egg noodle. 


Pushes ‘Soya Gold’ 


Jellum, Inc., Joliet, Ill, has 
Soya Gold in the Midwest, with 


national distribution in view. 
Prince Macaroni Mfg. Company 
markets a variety of macaroni 
products in the New England and 
North Atlantic states, and the 
Quality Macaroni Company, St. 
Paul, is trying Minnesota, Wiscon- 
sin, Iowa, the Dakotas, Montana, 
Texas and Nebraska. 

Among the cereals and baked 
products, National Biscuit Com- 
pany is already selling Nabisco 
Soyas on a national scale, while 
Fruited Royals, containing soya, 
are on sale in 14 markets in New 
York state and surrounding states. 
Similarly, the Cubbison Cracker 
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Company, Los Angeles, has foy 
soya crackers, and the Dewey 
Food Products Company, Chicago, 
has Salty Soyas in national dis. 
tribution. 


Used in Bread 


General Baking Company jg 
selling Bond bread with soya in 
five eastern states and the District 
of Columbia, and in parts of I? 
other eastern, midwestern and 
southern states. The Orawheat 
Baking Company, San Francisco, 
sells Soya bread throughout Cali- 
fornia, Oregon, Washington and 
other western states. Sturdiwheat 
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Company, Red Wing, Minn., has 

neral distribution of Soyawheat 
in Minnesota, Iowa, Nebraska, the 
Dakotas and western Illinois, and 
js beginning further expansion by 
moving into Missouri and Kansas, 

Some soya foods are intended 
for limited distribution. Such pri- 
yate brands as those packed by 
the G.L.F. cooperative in Ithaca, 
N. Y., H. D. Lee Mercantile Com- 
pany, Kansas City, are intended 
for particular markets, such as the 
Northeast in the case of G.L.F., or 
Kansas, Oklahoma, Nebraska and 
adjoining states for Lee. 

P. D. Rienour Company, Chi- 


cago, will sell its Little Major 
Brand soya flour in principal mar- 
kets throughout the country while 
the Vee-Bee Company, ‘Chicago, 
will market Vee-Bee brand in 36 
states, missing the inter-mountain 
and great plains areas. 


R. E. Conley Advanced 


Russell E. Conley, advertising 
manager of the “Whiz” Automo- 
tive Division of R. M. Hollings- 
head Corporation, Camden, N. J., 
since early in 1933, has been 
named advertising manager of the 
“Whiz” Industrial Division, also. 


Joins ‘Pathfinder’ 

Jack O’Sullivan, formerly with 
Grit Publishing Company and pre- 
viously in the Detroit office of 
Farm Journal, has joined the Chi- 
cago office of Pathfinder. He will 
cover the Michigan and Ohio ter- 
ritory, in addition to doing some 
work in Chicago. 


Kay Admitted to NAAN 


Tyler Kay Company, Buffalo, 
N. Y., has been elected to mem- 
bership in the National Advertis- 


ing Agency Network. 


Mutual Life 
Starts Radio Test 


New York, Jan. 14.—Mutual 
Life Insurance Company has initi- 
ated a series of five-minute radio 
programs on four stations of its 
agency cities in order to test the 
value of this medium as a means 
of promoting its business. 

Entitled “The Wounded Don’t 
Die,” the dramatic sketches, in- 
tended to acquaint listeners who 
have friends or relatives in the 
armed services with the excellent 


ound new ways eat what canned 
—thanks Better Homes 


i. Wi" learned how to make our home-canned foods really tempt- 
ing, thanks to Better Homes & Gardens. Articles such as ‘59 
Ways to Serve Your Home-Canned Foods,’ in the January issue, give 


us so many ideas for varying our canned foods that we’re relishing 
those rows upon rows of vegetables and fruits we raised and canned 


ourselves. 


“Not only that, Better Homes & Gardens shows us how to prepare 


and serve our home-canned foods as appetizingly as factory-canned. 


‘For helping us to new ways of serving home-gardened and home- 


canned foods—for showing us how to stretch scarce foods and guid- 


ing us to time-saving, healthful, ration-wise.meals—we heartfully say, 
thanks to Better Homes & Gardens.” 


thanks 


Better Homes & Gardens”’ 


Yes, home canning of foods is only half the battle! The other half is 
preparing and serving those foods attractively. And here, as usual, 
Better Homes & Gardens is offering its readers practical help. Better 
Homes & Gardens devotes more of its space to preparing and serving 
foods than any other magazine in America. That’s only one of the rea- 
sons why people read Better Homes & Gardens more avidly, more in- 


tently than ever before—as is proved by actual readership surveys. 


to 


America’s 


5 


Family-Service 


Home Magazire 


Better Homes Gardens 


medical care they are receiving, 
will be heard three evenings 
weekly for a period of 13 weeks. 
The four stations being used are in 
Scranton, Pa., Wichita, Kan., San 
Francisco and Jackson, Miss. 

Prepared with the approval and 
cooperation of Army and Navy 
medical officers, sketches drama- 
tize wartime medical advance- 
ments, while later in the series 
men who have returned from the 
fighting fronts will be interviewed 
on the medical care they received. 

Clifford B. Reeves, assistant to 
the president, pointed out that the 
underlying theme of the program 
is health and preservation of life, 
both of basic concern to an insur- 
ance company. He emphasized 
that the present effort is a test 
only and that it does not mark 
Mutual’s entrance into the radio 
field on a national or permanent 
basis. 

Doremus & Co. is the agency. 


Foote to Littelfuse 


William A. Foote, formerly 
president and general sales man- 
ager of the Wingfoote Petroleum 
Company, has been named sales 
coordinator of Littelfuse, Inc., El 
Monte, Cal., and Chicago. 


Here's that New 
2-POINT PLAN! 


For Good Will Today... 
Good Sales Tomorrow 


Each Haire speciclized 
Business Paper shown 


shot a 
Bull's-Eye! 


LINENS & DOMESTICS. 

for example, does NOT 

g@ to the cosmetics or 
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Crockery & Gless Journal 
Decorative Furnisher 


BROADWAY, NEW YORK 1, WN. Y. 
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Create New Wants 
for Postwar Era, 
Conferees Told 


Boston, Jan. 11.—The nation’s 
present huge productive capacity 
could quickly fill the people’s 
needs and high postwar employ- 
ment gvill depend upon creating 
and satisfying the desire for more 
products, Joseph P. Spang JZJr., 
president, Gillette Safety Razor 
Company, told the New England 


sales management conference here 
last week. 

Other company heads, sales 
executives and research men par- 
ticipated in the two-day confer- 
ence Jan. 7-8, sponsored by the 
Boston Chamber of Commerce in 
cooperation with advertising, sales 
and marketing groups. Most 
speakers agreed on an eye-dazzling 
outlook for the postwar era, but 
hammered hard at the need for 
building super sales staffs as in- 
struments of individual business 
and national economic recovery, 
with the advertising man assigned 
an important role in the formula 
for recovery. 

(Details of a new survey of post- 
war planning conducted by Curtis 
Publishing Company and talks of 
other executives at the conference 


were reported in the Jan. 10 issue 
of ADVERTISING AGE.) 

Estimating that the productive 
capacity could supply the coun- 
try’s bare needs for a year within 
a week or two, Mr. Spang added 
that “if we are going to maintain 
employment after the war our 
only opportunity will be in satis- 
fying the wants of the people— 
and to do this, we must first create 
these wants.” He predicted that 
even under the most ideal condi- 
tions, there will be greater com- 
petition among manufacturers for 
the consumer’s dollar and that 
every product will still require 
selling. 

“Use advertising to help rebuild 
your sales force, aid in recruiting 
men, training, equipping and in- 
spiring them,” he said. “Your ad- 


vertising manager and advertising 
agency can help in the analysis 
and rearrangement of territories, 
analysis of product lines in the 
light of style, utility and value 
factors. They are students of mag- 
azine and newspaper circulation 
and radio station coverage, and 
are as conscious of the shifts in 
population and markets as you 
are, and are in the position to give 
you the facts.” 


Suggests Test Markets 


General Foods Sales Company is 
already testing three of its new 
products in limited areas, William 
M. Robbins, president, said in the 
course of suggesting that “wher- 
ever feasible, without interfering 
with war work, some of the new 
postwar products should get out 


Creative 


Printing 


Planning Service NOW Available 


MERCHANDISING 
COUNSEL 


CREATIVE 
COUNSEL 


PRINTING 
PRODUCTION 


We have the Manpower to do the Job 
you want done. Your request for service 
will get immediate attention and action. 


Experienced in assisting sales, advertising and pro- 
motion executives in planning all forms of sales 


promotion, direct mail, point-of-sale display, dis- 
tributor and dealer merchandising aids, user con- 
tacts, sales training programs, employee service 


training, resale promotions, special exhibitions, 
public relations, publications, house organs, etc. 


Top ranking idea and layout men and production 
artists competent to theme, style and design smart, 


effective, printed matter of all types for all pur- 
poses—photography, including direct color—copy 


preparation—catalog layout and compilation. 


Large, fully-equipped plant operating continuously 
for 37 years, serving an outstanding list of leading 
concerns, nation-wide,in the production of photo- 


Service rendered direct to clients or in co- 
ordination with their Advertising Counsel. 


Serving Advertisers for 
37 years at this Location 


BUYING BONDS 
WILL WIN 
THE WAR 


Phone Calumet 7200 
CHICAGO 5, ILLINOIS 


POST WAR PLANNING 
WILL WIN 
THE PEACE 


engravings and in sales making literature by either 
offset lithography or letter-press, complete from 
the idea to the mailing, including imprinting. 


MAGILL-WEINSHEIMER COMPANY 
1320-1334 South Wabash Avenue 


SALES PROMOTION 
WILL HELP CREATE 
JOBS FOR ALL 


PAT ON THE BACK 


A Chicago Firm Congratulates 
HARTFORD 
om herng the home toun of 
M. H. RHODES, Inc. 


VICTOR ADDING MACHINE CO. CHICAGO 


Victor Adding Machine Co., Chicago, 
placed this full page in the Dec. 30 
and 31 issues of the Hartford Times 
and Courant to salute the city as 
the home of M. H. Rhodes, Inc, 
which has been working with Victor 
for more than a year on the Norden 
Bombsight for the Army. — Erwin, 
Wasey & Co. placed the copy. 


into the test markets in 1944.” 
He added: “In that way the 
‘bugs’ in new products can be cut 
out and the shift over to peace- 
time production will be speeded 


up, with less of an upset to em-| 


ployment conditions.” He pre- 
dicted a large volume of adver- 
tising in the postwar era, many 
jobs for salesmen, a shift from a 
seller’s to a buyer’s market and a 
distribution system not very dif- 
ferent from the existing one. 


Warns of Sales Resistance 


David R. Osborne, president off 


the National Society of Sales 
Training Executives and training 
director of Studebaker Corporation, 
warned that “postwar grudges and 
sales resistance are being stored 
up. whenever and wherever we see 
evidence of a need to re-inoculate 
sales people with a ‘selling atti- 
tude’ towards customers.” He cau- 
tioned that “indifference and inep- 


titude of sales people at any level,f. 


or even active discourtesy”’ has 
apparently been taken for granted; 
and he suggested a program to 
reconvert sales personnel from 
seller’s market to buyer’s market 
attitudes. 

A suggestion that companies 
unite for teamwork in the interest 
of industry as a whole was made 
by Arthur A. Hood, director of 
dealer relations, Johns-Manville 
Sales Corporation, New York, who 
offered it as a weapon against in- 
creasing government control. Mr. 
Hood said that an opportunity for 
business exists in the all-time low 
inventories which permit a com- 
plete overhauling of distribution 
strategy, tactics and implements. 

Glenn Griswold, publisher of 
the newsletter “Planning,” pre- 
dicted that the textile field is 
about to demonstrate a new-found 
respect for trademarks by going 
into national advertising “on 4 
scale that will be surprising.” 


JACKSON 
MISSISSIPPI 


THE FARMER 
PLANS FOR 1944 


Mississippi, one of the nation's 
greatest agricultural states, is now 
planning the biggest crop in its 
history. Jackson is the trading cen- 
ter of this great agricultural and 
livestock activity. Farm income, 
now at an all-time high—will be 
even greater in 1944. 


WSLI offers you effective coverege 
of Jackson — Mississippi's ‘‘Double- 
Return" — 130-million dollar Metro- 
politan Market — at less cost. 


BLUE NETWORK 


WEED & COMPANY 
NATIONAL REPRESENTATIVES 
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{merican Safety 
Razor to Continue 
‘Shadow’ Theme 


(Picture on Page 53) - 

New York, Jan. 11.—American 
safety Razor Corporation, which 
jast year keyed all its advertising 
in magazines and newspapers to 
the humorous “5 O’Clock Shadow” 
theme, and which eventually be- 
came the butt of jokes on radio, 
in schools and colleges, will ad- 
here to the same theme through- 
out its 1944 campaign, with car- 
tons by Peter Arno highlighting 
the drive. 

Aids 4th Loan 


Promoting its line of Gem razors 
and blades, initial insertions will 
appear late this month, when the 
company will devote a good por- 
tion of each advertisement to the 
4th War Loan drive. Half pages 
will be used in Collier’s, Esquire, 
Life, Look and The Saturday Eve- 
ning Post, and three-tenths pages 
in the New York Times Magazine 
and This Week Magazine. 

Federal Advertising Agency, 
New York, handles the account. 


Lebensburger Made 
FEA Supplies Chief 


S. H. Lebensburger, formerly 
New York representative of Cap- 


jpel, MacDonald & Co., merchan- 


dise prize organization, has been 
named chief of the materials and 
supplies branch of the Bureau of 
Supplies, a key post in the Foreign 
Economic Administration. He has 
been serving in executive capacities 
with the Lend-Lease Administra- 
tion and FEA for more than two 
year's. 

He succeeds Bernhard Knollen- 
berg who has resigned to return 
to his post as librarian of Yale 
University. 


Martin Agency Moves 
Martin Advertising Agency has 
moved from 171 Madison Ave. to 
15 E. 40th St., New York 16. 


Are you an 
Experienced 


CONSUMER & MARKET 


RESEARCH 
| MAN 


Worth 
| $6750 


Per Year to Start? 
Are you qualified to 


conduct consumer | 
-and market studies | 
_for fast growing man- | 


ufacturer located 
metropolitan New 
York area selling na- 


tionally through Food 
and Drug outlets? If 
| So, 


write complete 
/experience, refer- 


ences, age and other | 

details to | 

BOX 4515 
Advertising Age 


330 W. 42nd St. 
York, N.Y. 


Joins Hoffman-LaRoche 


Dr. J. C. Bauernfeind, formerly 
a nutritionist and chemist with 
Hiram Walker & Sons, Peoria, IIl., 
has been named chief of the de- 
partment of applied nutrition of 
Hoffman - LaRoche Inc., Nutley, 
N. J., vitamin manufacturer. 


KWFC Names Ware 


William E. Ware, veteran news 
announcer, has been named gen- 
eral manager of Station KWFC, 
Hot Springs, Ark., an MBS. affili- 
ate. 


New Print Order 
Reduction Planned 
by McCall Corp. 


New York, Jan. 12.—Although 
further reductions are planned in 
both print orders and in basic 
weight of paper, McCall Corpora- 
tion has reported that measures 
instituted in 1943 to meet the 
mandatory paper cuts will enable 
McCall’s and Redbook get 
through 1944 without curtailing 
service to readers and advertisers, 


provided there are no further pa- 
per reduction orders from Wash- 
ington. 

Principal paper-saving econ- 
omies which McCail Corporation 
put into effect last year were re- 
ductions in print orders and in the 
weight of paper stock. In 1944 no 
issues of McCall’s and Redbook 


will be eliminated and no change | 
in the page size of these two maga- | 


zines is contemplated. 

The company reports that both 
publications last year enjoyed the 
highest newsstand sales in their 
history. In addition, the paper 
economies instituted during the 


year made it possible to accommo- 
date 13% more advertising linage, 
in the two magazines combined, in 
1943 as compared with the pre- 
vious year. 


(ARE YOU SELLING THEM EFFECTIVELY? 


You should bave counsel 
@: on how to reach the growing 
be $7 Billion Negro Market. Consult 
| OUT OF ° 
| EVERY 10 DAVID Jj. SULLIVAN 
Negro Market Organization 
Marketing Advertising Research 


1S A NEGRO 


$45 Fifth Avenue + New York, N. % 


and seas ‘‘down under, 
been a faithful reader of TIME, as most travelers are today. 


TOPS WITH A MILLION FAMILIES 


Said Captain Cook in 1778... 


Y The king of Kealakekua 


bay-windowed, balding 


— (had TIME been published and 
distributed in 1778) might Great 
Traveler Captain James Cook have de- 
scribed the ruler of the South Sea island 
where his great career was to end. 


For this bold, beetle-browed discoverer 
of Botany Bay, explorer of many lands 


would almost surely have 


oa EXAMPLE: take Pullman passengers on the railroads 
—men and women holding travel cards on air lines—pre- 
war cruise passengers, or the guests of almost any first-class 


Tt 
\ 
| wie 


hotel—again and again research shows these top travelers read 
TIME, prefer TIME (evidence on request). 


And it’s easy to understand why TIME readers are 
such up-and-going people. They own better cars, they 
live in better homes, have 242 times as much to spend 
as average Americans. Naturally, they are better 
able to afford travel—and better ways of traveling. 


That’s one big reason why TIME has led all general maga- 
zines in Travel, Resort, and Hotel advertising year after year 


for 9 consecutive years. 


So when you plan your postwar advertising campaigns, 
remember— with the people on the go and the people in the 


dough, TIME is tops! 
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Brown in New Post 


Norman Brown, formerly com- 
mercial manager of Station CHEX, 
Peterborough, Ont., has joined Na- 
tional Broadcast Sales, Toronto. 


STRIPS FOR 
ACTION! 


For ELEVEN YEARS we have 
specialized in the production 
of strips and car- 
toon ‘artwork for leading ad- 
vertisers and agencies— 


Johnstone & Cushing 
155 East 44 Street, New York City 
MUrray Hill 2-6236 


Vars Leaves Agency 


With the sale of Addison F. 
Vars’ interest in Addison Vars, 
Inc., Buffalo, N. Y., the agency’s 
name has been changed to Addi- 
son Vars Company. Partners in 
the new company are Henry W. 
Comstock, Kenneth S. Duffes, H. 
Earl Close and Frank J. Hess. The 
company will continue to occupy 
offices in the Vars building. Mr. 
Vars has resigned to devote full 
time to his duties as president of 
Sterling Engine Company, Buffalo, 
manufacturer of marine and com- 
mercial gas and gasoline engines. 


Chandler Names Colton 


The Boston office of Wendell P. 
Colton Company has been named 
advertising counsel on radio 
broadcasting by Chandler & Co., 
Boston specialty store. Edward W. 
Young is account executive. 


Conqueror 


can be yours 


WIN IT WITH WWL, NEW ORLEANS 


You dominate the air now in this 
territory with WWL, New Orleans 
—the only 50,000-watt, clear channel 
station for hundreds of miles. 


WWL’s famous shows—and CDS 
talent—have built tremendous au4J- 
ience-loyalty that will remain your 


postwar competitive advantage. 


ORLEANS 


50,000 WATTS 
CLEAR CHANNEL 


THE GREATEST SELLING POWER 


IN THE SOUTH'S GREATEST CITY 


CBS Affiliate—Nat'l Representatives, The Katz Agency, Inc. 
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The Diary of an Ad Man 


Is No More! 


It is with deep regret that ADVERTISING AGE announces the discontinuance of 


the Diary of an Ad Man. The author, one of America’s outstanding advertising 
men, finds it impessible to spare the time which preparation of this feature 
entails, and has reluctantly been forced to abandon it, after a year and a half 
in which it has developed the largest and most enthusiastic following ever 


reservations. 
ordered in this way. 


postpaid. 


Name 


Please reserve for me.. 


sonally autographed by the author. I enclose $ 


achieved by any feature in the advertising press. te 
A new feature which we believe will carry on the high tradition of the Diary 
will be launched in these pages within a few weeks. 
In the meantime, regular readers of the Diary, including the hundreds who 
have inquired about republication of the material, will be pleased to learn that 
all of the Diary entries which have been published in this column since mid-1942 
will shortly be published in book form, and will bear the author’s name. 
Because of paper limitations, ADVERTISING AGE desires to gauge the demand 
for copies of the book as closely as possible, and therefore invites advance 
The author of the Diary has agreed to autograph each copy 


Please use the coupon below in making your reservation. 


Apvertisinc Ace, 100 E. Ohio St., Chicago 11 
piesa copies of DIARY OF AN AD MAN, at $3 each. 


In consideration of this advance reservation, my copy is to be per- 


bill me for this order on date of publication......... 


..in full payment; or, 


Give Industrial 
Statistics Now, 
Gov't Urged 


Chicago, Jan. 11. — Commenting 
on the fact that statistical infor- 
mation regarding industrial opera- 
tions is now being released by the 
War Production Board, Whipple 
Jacobs, president of the Belden 
Mfg. Company, told the Chicago 
Industrial Advertisers Association 
last night that all information of 
this character previously made 
available by the government 
should now be published. 

“There is no longer any secur- 
ity reason for withholding infor- 
mation on production, employment 
and other factors which are needed 
to give a clear picture of indus- 
trial operations,” said Mr. Jacobs. 
“It is important to business, in 
making its plans for current and 
postwar operations, to have this 
information at hand. 

“It is even more important that 
we receive the information in form 
comparable to that previously is- 
sued. Special reports issued by 
WPB, and not related to similar 
data issued by the Bureau of the 
Census and other agencies, are not 
likely to be of much help. 

“It is important that we get back 
to the method of supplying infor- 
mation on industrial activities on 
a comparable basis, and therefore 
the best possible method is to have 
the bureaus and other agencies 
which formerly supplied the data 
resume their reports, following the 
same methods previously used, so 
that exact comparisons with pre- 
war activities can be made.” 

Mr. Jacobs emphasized the 
public relations problems of indus- 
try and the need for explaining 
and promoting the private com- 
petitive enterprise system to the 
whole people, including employes, 
customers, stockholders, the com- 
munity and government. 


Win Cline Elected 


Win Cline, head of the Cline 
Advertising Company, Boise, 
Idaho, has been elected vice-presi- 
dent and co-manager of the Seat- 
tle office of Botsford, Constantine 
& Gardner. The two agencies have 
handled jointly since 1937 the 
Idaho potato industry campaign. 


Byrne Joins Esty 

E. Austin Byrne, formerly a 
vice-president of Grant Advertis- 
ing, New York, and for ten years 
with Lord & Thomas, has joined 
William Esty & Co., New York, as 
an account executive. 


Appoints Wedereit 


Gene Wedereit, formerly vice- 
president and director of creative 
service for the E. F. Schmidt 
Company, Milwaukee, has been 
named advertising manager of 
Tube Turns and the Girdler Cor- 
poration, Louisville, Ky. He suc- 
ceeds Walter Girdler Jr., who has 
been named director of personnel. 


Blue Adds Space 


The Blue Network’s central divi- 
sion has acquired an additional 
3,700 square feet on the 18th floor 
of the Merchandise Mart, Chicago, 
following a marked increase in 
business and an effort to effect a 
complete separation in as many 
departments as possible since the 
split of the Blue and NBC. 


big city’s newspapers. 


details. 


Bayonne Times. 


CANNOT BE SOLD 
FROM THE OUTSIDE 


Although Bayonne is within the shadow of metropoli- 


tan New York, it’s a market you can’t sell through the 


It takes The Bayonne Times to do it—with one of the 
most concentrated circulations of any New Jersey paper 

. concentrated in Bayonne far beyond anything pos- 
sible for any metropolitan daily. 


Such concentrated circulation means (1) that Bayonne 
people like the Times, and (2) that sales can be stepped 
up sharply in this market enriched by sixty diversified 
industries engaged in war work, by advertising in The 


Let us give you the 


THE BAYONNE TIMES 


14,605 A.B.C. DAILY CIRCULATION HOME DELIVERED 


National Representatives, BOGNER & MARTIN 
295 Madison Ave., New York a 540 N. Michigon Ave., Chicago 
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Augmented Staff, 


Executive Director 
Urged for NIAA 


Chicago, Jan. 11.—An aug- 
mented headquarters staff, with 

ssibly a full-time executive of- 
ficer in charge, is seen as the next 
necessary step for the National 
Industrial Advertisers Association, 
according to Frederic I. Lackens, 
NIAA president. 

Mr. Lackens, who addressed the 
Chicago Business Papers Associa- 
tion here yesterday, declared that 
since its founding in 1921 the or- 
ganization has grown to include 27 
individual chapters with a mem- 
pership above 2,400. With the out- 
preak of war, he said, the NIAA 
was called upon for concerted ac- 
tion and this added work placed 
on the headquarters staff indicated 
the need for expansion. 

“IT am not interested in NIAA 
becoming a pressure group,” Mr. 
Lackens said. “But it could, with 
a stronger national entity, be a 
force worthy to be reckoned with, 
especially in Washington. During 
the past year and a half the as- 
sociation has demonstrated its 
ability to serve the government in 
the prosecution of the war and is 
now girding for an even greater 
contribution to the problems of 
peace.” 

The present system of initiating 
services “through the gratuitous 
effort of national officers, who 
have more than they can do in the 
prosecution of their own company 
job, works against getting things 
done,” he said. 

A plan of reorganization was 
presented at the board’s last meet- 
ing and two committees were 
named to take preliminary steps. 


A new method of financing pre- 
sents the most serious problem, 
Mr. Lackens said, on which one 
group has been working since last 
June. Following the committee 
reports, the question of proposed 
reorganization will be put up to 
the NIAA membership. 


Named Regional 
Sales Manager 


John J. Bertrand been 
named regional liquor sales man- 
ager of the midwestern district for 
McKesson & Robbins, marking the 
first move toward regional organi- 
zation of the McKesson liquor 
management. Mr. Bertrand has 
been liquor sales manager in Chi- 
cago since July, 1942, and will 
continue in that post, while super- 
vising sales in Illinois, Wisconsin, 
Nebraska, Colorado and Missouri. 


Surveys Beauty Shops 


_ There are 113,490 beauty shops 
in the U. S., according to a sur- 
vey just completed by the Beauty 
& Barber All-Industry Council. 
The committee in charge of com- 
Pilation of the final figures con- 
sisted of L. A. Freiberg, executive 
secretary, National Hairdressers & 
Cosmetologists’ Association, and 
Jule Gordon, president, National 
Beauty & Barber Manufacturers’ 
Association. 


Youll hand it to 
us for 


uality! 


418 S. Market St, Chicago 7 
Phone WABash 3304 


Gets Two Accounts 


Baker, Cameron, Soby & Pen- 
field, Hartford, Conn., has been 
appointed advertising agency by 
United States Illuminating Com- 
pany, New Haven, and Waterbury 
Trust Company, Waterbury, Conn. 


Fenderson Appointed 


A. P. Fenderson, formerly with 
the alcohol section of Defense 
Supplies Corporation, has been 
named assistant to Warren Oakes, 
president of Fleischmann Distil- 
ling Corporation. 


McGee in New Post 


Donald L. McGee, formerly of 
the Bureau of Advertising, ANPA, 
Chicago, has been named assistant 
advertising manager of Nutrition 
Research Laboratories, Chicago, 
ethical pharmaceutical manufac- 
turer. 


Arrow Names Ellis 


Arrow Tank Company, Buffalo, 
N. Y., has named Ellis Advertising 
Company, Buffalo, to handle its 
oo and public relations in 
1944. 


Keasler Promoted 


Jack Keasler, formerly account 
executive handling regional and 
national contacts for WOAI, San 
Antonio, Tex., has been named 
commercial manager of the sta- 
tion. 


Campbell Joins Petri 


Joseph D. Campbell, for three 
years assistant supervisor of the 
New England district, Wine Insti- 
tute, has been appointed New 
England sales manager for Petri 
Wine Company, San Francisco. 


Has Ice Cream Account 


Leon S. Golnick & Associates, 
Baltimore, has been appointed 
agency for Meadow Gold Ice 
Cream Company, Baltimore. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


When you buy 


WHO you get a pri- 


mary daytime coverage that includes or 


touches every county in Iowa, Southern 


Minnesota and Northern Missouri — 


PLUS a secondary coverage at least as 
large—PLUS a third coverage which 


brings nighttime mail returnsregularly 


from 35 to 46 States! ««« The 1943 Iowa 


Radio Audience Survey proves that more 


lowa people “listen most” to WHO than 


to all other lowa commercial stations 


combined! Check with your Iowa deal- 


ers and distributors — or write either 


us or Free & Peters for definite proof ! 


WHO 


jor IOWA PLUS! 


DES MOINES .. . 50,000 WATTS 
B. J. PALMER, PRESIDENT 
J. O. MALAND, MANAGER 
FREE & PETERS, INC....National Representatives 
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grams on W2XVW, the Allen B. 
DuMont television station in New 
York, beginning Jan. 19. Present- 
ing personalities from the Chester- 
field show starring Fred Waring 


and his orchestra heard on NBC, 
the telecast will be aired Wednes- 
days 9:30 to 10 p. m., EWT. 
Newell-Emmett Company, New 
York, is the agency. 


L&M to Try Television 
Liggett & Myers Tobacco Com- 

pany, New York, will start an ex- 

perimental series of television pro- 
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Blanket coverage in Troy is all important, 
BUT ... in the Troy market you will also 
find blanket coverage in the four extra great 
trading areas mentioned. 


Green Island 


Cohoes 
Waterford 


Remember the PLUS-4 for °44 and place 
your advertising in this powerful market 
with 123,000 consumers. 


Blanket coverage in this major market, one 
of the most responsive in the country, is ob- 
tainable only through The Record News- 
papers, Troy’s only dailies . .. it is yours 
at the low cost of 12¢ per line. 


(All FIVE, including Troy, within a 
34%-mile radius) 


TROY 


par® 


J. A. VIGER, ADVERTISING MANAGER 


Natl. Service Law By 
Congress Held Doubtful 


In embracing national service 
legislation after opposing such a 
measure through the two most 
difficult years of the production 
war, the President is viewed as 
attempting to fill a spiritual gap 
between the homefront, where 
there has been all too much busi- 
ness as usual, and the fighting 
front, where men are making 
physical and moral sacrifices on a 
scale never before demanded of 
humanity. 

Despite Mr. Roosevelt’s strong 
plea for the legislation, and the 
willing support he will get from 
many newspapers, the problems 
involved in writing an acceptable 
national service law at this late 
stage of the game are so great, 
that there is reason to doubt that 
an effective bill can be passed by 
the present Congress, particularly 
if the President leaves it to Con- 
gress, as he has indicated he will, 
to devise the details. 

Aside from the political con- 
siderations of an election year, 
there are constitutional and ad- 
ministrative issues which would 
upset even the most well meaning 
legislators. 

Many sincere men are not satis- 
fied that the government should 
assign one man to work for an- 
other so long as personal profit 
would accrue from the operation. 
Such a situation, these people be- 
lieve, would be involuntary servi- 
tude, unconstitutional, and akin to 
dictatorship. 

In view of the admission of the 
President himself that a national 
service act is not indispensable for 
victory, and the difficulties in set- 
ting up machinery to draft labor, 
to consider labor deferments, to 
guard constitutional and civil 
rights, it is more likely that a 
“work or fight” law or new anti- 
strike legislation will capture the 
attention of Congress. 

Any National Service Act or 
“work-or-fight” law involves the 
question of essentiality for every 
industry. When Congress does 
finally get around to consideration 
of the bill, trade associations will 
once more want to send their rep- 
resentatives to Capitol Hill, and a 
new wave of lobbyists will go into 
action as businesses, particularly 
the civilian essentials, and border- 
line cases, fight to protect their 
depleted labor supplies. 


Business men are alarmed at 
the proposal of Director of Eco- 
nomic Stabilization Fred Vinson, 
that they produce low cost civilian 
essentials at a profit of 2% or less, 
in order to supply badly needed 
clothing and other items without 
raising the cost of living for fixed 
income groups. 

Submitted to WPB and OPA 
several weeks ago, the program is 
based on the theory that manufac- 
turers have “a patriotic responsi- 
bility to produce utilitiarian, dur- 
able goods at a cost which the con- 
sumer is able to pay.” Mr. Vinson 
would allow a 2% profit above 


By STANLEY E. COHEN, Washington Editor 


cost on low price goods when a 
firm is currently making up to 
double its average profit for 1936. 
39. Firms which are now makin 
more than double their 1936-39 
average would have to produce 
low price lines at cost. 
Industry’s protest is based on a 
contention that such a limit on 
profits is arbitrary and _ unfair, 
Representatives would like to see 
the order clarified, and the profit 
provisions liberalized. 


The amount of chrome com- 
pounds which will be released for 
use in printing inks during the 
first quarter of 1944 is still a mat- 
ter of discussion at the chemicals 
division of WPB, which has been 
parceling out the material since 


shortages developed early in the 
war. 
Although supplies have been 


strictly limited in the past so that 
only about six weeks’ inventories 
of colored inks are available, it 
was originally proposed to cut the 
chrome allocation so low this 
quarter that many comic maga- 
zines and other periodicals might 
have run short. 

As a result of protests from the 
industry, the decision has now 
been held up, although most other 
chemical allocations were an- 
nounced this week. One encourag- 
ing trend, however, is a decision 
by WPB to release more bronze 
powder, used in special printing 
inks. 


The baking industry is now con- 
fident that the Food and Drug Ad- 
ministration will not adopt its pro- 
posed bread standard which would 
have ruled out the use of soya 
flour in white bread. Industry 
was supported in its fight against 
the proposal by officials of the War 
Food Administration who have 
been promoting the use of soy in 
America’s wartime diet. . . The 
Adjutant General of the Army, 
Maj. Gen. James A. Ulio, officiated 
at a ceremony at Army headquar- 
ters in the huge Pentagon building 
here last week, when a 12-year- 
old boy scout presented a scroll 
bearing the signatures of 14,000 
boys and girls who pledged to 
“fight waste.” Intended for Gen. 
Dwight D. Eisenhower, the scroll 
was sponsored by the Dick Tracy 
radio program. 


WHO SAID RADIO 
CAN DO IT? 


If you want to SELL the Negro market you 
have to REACH it effectively and econom- 
ically through their first line media THE 
NEGRO PRESS! Yes, perhaps you are over- 
looking the 7 billion dollars spent yearly by 
American Negroes. You'll be surprised at 
how easy it is to cover these spending mil- 
lions at a very low cost. Write today to 
Interstate United Newspapers, Inc., 545 Fifth 
Avenue, New York 17, New York and we'll 
send you some startling, profit-revealing facts 
about this growing field. 
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There’s a profit-moral in the way 
Baltimore over-subscribed its quota 
to the National War Fund. The 
more than 1,300,000 people who 
live here have both the heart and 
the pocketbook to make any worth- 
while drive a big success. If you 
want action, consider W-I-T-H, the 
station that does a great sales job. 


BALTIMORE 
TOM TINSLEY, President 
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Appliance Makers 


Bridgeport, Conn., in current busi- 
ness paper advertising assures 
dealers that “G-E service facilities 
are a good match for G-E quality 
... a good line to keep your eye 
on.” It reminds them of G-E’s 


wee 


Bid for Dealers, 
Distributors 


See Importance of 
Strong Setup in 
Production Rush 


By FERD KOPP 


Chicago, Jan. 12.—The battle for 
strong distributor - dealer setups 
through which home appliance 
manufacturers hope to speed their 
postwar products to an eager pub- 
lic is already on. 

Appliance makers, many with 
enlarged production facilities be- 
cause of war work, and with con- 
sumer demand piling up, realize 
the dangers of a distribution jam. 
Via current trade publication ad- 
vertisements, they are explaining 
to distributors and retailers the 
importance of planning now for 
postwar merchandising. Mean- 
while, in both consumer and trade 
publications, manufacturers are 
forecasting what some of their 
products will be like when peace 
releases the floodgates of produc- 
tion. 

Importance of the dealer setup 
is emphasized by the intention of 
some manufacturers to step up 
production beyond any peacetime 
levels, and of others to add new 
lines which will compete with 
older, established products in the 
postwar market. Dealer preference 
surveys, conducted by some com- 
panies, are helping shape produc- 


st 


tion plans and at the same time 
are maintaining contact with po- 
tential outlets when major appli- 
ances can again be manufactured. 


Pushes ‘U’ Plan 


Indicating that it intends to line 
up both a strong dealer organiza- 
tion and consumer preference for 
its appliances, Landers, Frary & 
Clark, New Britain, Conn., maker 
of Universal appliances, is push- 
ing its “‘U’ Plan for ‘V’ Day.” 
Throughout 1944 Universal will 
run full-page color advertisements 
in 14 national magazines to tell 
consumers of the plan and to urge 
them to buy war bonds now so 
that the appliances and house- 
wares they want after the war can 
be secured as soon as available. 

Dealers are urged by Universal 
to become ‘“‘U’ Plan” dealers to- 
day, whether or not they were 
Universal dealers before the war. 
They are invited to ask for Uni- 
versal’s free plan book and for a 
package of point-of-sale material 
including decals, blow-ups of na- 
tional advertising, consumer fold- 
ers, war bond envelopes and check 
lists for setting up customer pri- 
orities or prospect systems. The 
plan, Universal officials explain, 
Supplies the necessary selling facts 
required for a quick, efficient and 
orderly flow of merchandise fol- 
lowing the war. 

General Electric Company, 


If it’s 
A TEST 


you want. ee 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popula- 
tion. 


“ladependent Survey of Providence Bulletia 


wartime service helps—the “T” 
plan, a home study course, G-E 
service training schools, and 
“Product Man,” a monthly service 
magazine—and urges the dealers 
to see their local G-E distributor 
to learn about all three. 

Westinghouse Electric & Mfg. 
Company, Mansfield, O., having 
completed plans for reconversion 


of its facilities to resume manu- 
facture of electric appliances 
“within a few weeks after the 
war,” continues to court dealers 


also. In trade publication copy it 
offers them copies of a 68-page 
“Meal Planning Guide” as a re- 
sale or give-away item. The copy 
reminds dealers that the book 
offers “an opportunity to tie in 
actively and patriotically with 
Uncle Sam’s ‘Food Fights for 
Freedom’ program,” and at the 
same time is a powerful good will 
reminder in the kitchens of their 
best postwar prospects. 


Frigidaire Division of General 
Motors takes space to give “A 
quick picture of Frigidaire’s war- 
time program and what it means 
to Frigidaire dealers.” Under such 
headings as “Arms for Our Fight- 
ing Men,” “Keeping ’em Running,” 
“Helping the User,” and “Planning 
for the Future,” Frigidaire tells 
how it is helping dealers by (1) 
developing new knowledge and 
skills; (2) building a backlog of 
customer satisfaction and good will 
that “will mean increased sales for 
Frigidaire dealers after the war”; 
(3) keeping the name Frigidaire 


before the public and helping deal- 
ers maintain identification with 
Frigidaire; and (4) after the war 
providing dealers with the “right 
merchandise, the right selling tools 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 
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and every support they need to 
keep on top.” 

Crosley Corporation, Cincinnati, 
will continue to work with inde- 
pendent distributors after the war, 
and intends to branch into new 
production fields as well as expand 


its prewar major household appli- 
ance and radio manufacturing 
operations. The company antici- 
pates a big demand for frozen food 
cabinets and plans to enlarge its 
activities in the gas and electric 
range business, and the washer 


Plan your UPSWING IN GOODWILL 
with this Long Range Business Chart 


@ Get the new 1944 edition of ‘’Busi- 
ness Booms & Depressions... since 
1775’'—a timely long range Business 
Chart that ties in with your customers’ 
thinking foday about postwar tomor- 
row! This goodwill builder won't find 
its way into wastebaskets— instead it 
will be kept, preserved and referred 
to for the next year and beyond! Espe- 
cially now—with the European War in 
its final stage—this Chart’s value will 
be appreciated by all who receive it. 
It is used exclusively as a high-class 


dignified medium of goodwill adver- 
tising. It has never been offered for 
sale through any retail channel. Ideal 
for manufacturers, banks, investment 
houses, publishers, other businesses. 
Write or wire for sample and prices. 
OTHER GOODWILL PUBLICATIONS 
“Employee's Income Tax Guide”... "Farmer's 
Income Tax Guide” "Daily Record for 
Salaried Persons and Wage Earners” — each 
publication highly valuable for goodwill 
distribution. . tite for samples and prices. 


THE CENTURY PRESS 
West Toledo Station Toledo 12, Ohio 


ADVERTISING SALESMEN — We have an attractive 
opening for one or two men. Write above address. 


and ironer field. 
interested 
washer.” 

When the war ends, Officials 
said, “we will manufacture first 
those items which we formerly 
produced. We will add new items, 
one at a time, as we are sure they 
are ready for production, and 
when we know that our distribu- 
tors are ready to absorb them into 
their programs.” 


Offers Planning Guide 


Nash - Kelvinator Corporation, 
Detroit, also seeking to line up 
dealers, has issued a postwar plan- 
ning guide which is described as 
“primarily a thought starter and 
organizing tool, containing ideas 
and suggestions which we believe 
will be helpful to appliance retail- 
ers, irrespective of any actual date 
when they may have new mer- 
chandise to sell.” The guides, 
entitled, “Your Appliance Busi- 
ness ... After the War,” are being 
distributed by Kelvinator and dis- 
tributor offices to Kelvinator re- 
tailers and to other appliance 
dealers. 

Florence Stove Company, Gard- 
ner, Mass., takes space in trade 
publications to tell dealers its 


It is “very much 
in the electric dish- 


San Franciscans’ full pockets reflect the 
prosperity in all the great booming area 
around it...where effective buying income 
is far higher than the national average! 


a San Francisco County, the average 


man G9 woman 


| has $2228 effective buying income! 


You can reach this prosperous Central 
Pacific Coast market... really blanket it...at 


amazingly low cost per sale by using. 


SAN FRANCISCO 


= REPRESENTED BY NBC SPOT SALES OFFICES The only 50,000-watt 
New York . Chi San Franci i 
THIS IS THE NATIONAL BROADCASTING COMPANY Angeles, south of Seat- 
A SERVICE OF THE RADIO CORPORATION OF AMERICA 
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° HOW MANY LINES 
WILL YOU CARRY AFTER THE WAR? 


Survey shows “Heart-Line” buying 
and selling strategy now foremost in desler plans! 


The EASY Post War Sales Bulletin 


Examples of appliance manufacturers’ 


DEALER BID IN APPLIANCE COPY 


trade publication advertising indicate 
efforts which are being made toward strong dealer-distributor setups. 


“postwar line and policies will be 
tailored to meet the dealer’s re- 
quirements.” Copy explains that 
the company has completed a 
nationwide dealer-preference sur- 
vey, in which 3,642 dealers in 35 
states were interviewed to get 
postwar merchandising opinions. 
“The Florence line of ranges and 
heaters,” it says, “the merchandis- 
ing policies—in fact the entire 
postwar procedure—are now being 
planned to meet the requirements 
of the trade as indicated by the 
results of this survey.” 

Similarly, Easy Washing Ma- 
chine Corporation, Syracuse, N. Y., 
tells in its “postwar sales bulletin” 
the results of its survey of appli- 
ance dealers. Declaring that Easy’s 
Heart Line brand is foremost in 
the planning of tomorrow’s suc- 
cessful dealers, Easy adds that it 
is planning “for its future, too, 
with striking advertising messages 
in six leading national magazines.” 


“Follow these ads to see how 
they are helping to create your 
Heart Line washer of tomorrow,” 
it advises. 


Get Consumer Reaction 


Proctor Electric Company, a 
division of Proctor & Schwartz 
Inc., Philadelphia, while  con- 
tinuing to give dealers support, 
mails thousands of questionnaires 
monthly to women, inviting them 
“to help us create the postwar 
appliances they want.” The ques- 
tionnaires are contained in book- 
lets covering every phase of iron 
and toaster style, construction and 
performance. Proctor engineers, 
officials said, are already “digest- 
ing consumer responses and con- 
verting them into appliances of the 
future.” 

Dealers are told: “Proctor will 
be ready with merchandise and 
merchandising at the starting gun 
of civilian production,” and both 
consumers and dealers are _ in- 


stallations throughout the country. 


advertising in 
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creed Plaza, New York 20, N. Y. 


tle and east of Moscow. 


The first step, “Selling to the Theatre,” 


HERE Jelevision WILL GET ITS 
FIRST PUBLIC TEST 


Commercial television, when it resumes its rapid development after the 
war, will make its debut in motion picture theatres. 
way to ignite the demand for home television sets by first demonstrating its 
development on theatre screens throughout the nation. 

Already well established as “trial horses” for the new products of art. 
science and industry. America’s 18,000 motion picture theatres attract 
85,000,000 people weekly. Public reactions result quickly by catching the 
“Average American” in his most impressionable mood. 

As with television, air conditioning, lighting, decorative effects, furnish- 
ings, building materials, many other “better things for better living” may 
be first effectively exhibited and demonstrated by well-made theatre in- 


Plans are well under 


can be accomplished readily by 


The THEATRE 


MECHANICAL MAINTENANCE SECTION of BONORFICE 


practically theatre 
Worth spotlighting every phase Of theatre business. 


Write for a free copy of our plan book “SELLING to and thru THE MOVIES.” 
Address The MODERN THEATRE, 332 S. Michigan Ave., Chicago 4, fll., or 9 
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Advertising Age, January 17, 1944 


formed in company advertising to 
Ahead—Look to Proctor for 
Better Electrical Appliances.” 

Product copy is currently being 
ysed Dy Electromaster, Inc., De- 
troit. One of its advertisements, 
containing an illustration pointing 
out the various features of the 
flectromaster range, asserts that 
“Whether you’re a high priority 
puyer today or a planner for to- 
morrow, electric cooking and Elec- 
tromaster offer you an unbeatable 
combination.” The company has 
jssued its 1943-44 catalog, contain- 
ing in 72 pages “facts you need 
for wartime buying and postwar 
planning.” 


Norge Plans New Line 


Norge Division, Borg - Warner 
Corporation, Detroit, while paying 
tribute to women “who work un- 
selfishly at tasks that will win the 
war,’ points out in its advertise- 
ments in magazines and newspa- 
pers that “soon after the victory, 
Norge will salute these women 
with a brilliant new line of house- 
hold appliances that will empha- 
size America’s new-era standards 
of living.” Copy also describes the 
“Night Watch,” an exclusive fea- 
ture on Norge refrigerators which 
defrosts automatically, at night. 
Norge users are reminded: “If 
you need Norge service, see your 
nearest Norge dealer.” 

Norge advertising in trade pub- 
lications informs dealers that after 
the war “There will be for the 
Norge dealer, under one brand 
name, a full line of major appli- 
ances .. .”; that the Norge “fair 
treatment” policy will be intensi- 
fied in the postwar period; that 
Norge will continue its present 
full-page national magazine ad- 
vertising, plus both factory-paid 
and dealer cooperative newspaper 
advertising, and that distributors 
and dealers will have available to 
them a “wealth of sales literature 
and sales promotion assistance of 
all kinds.” 

Norge officials, declaring that 
indications point toward a bright 
future after the war for Norge 
employes, as well as dealers and 
distributors, said the company is 
planning to make 25% to 40% 
more appliances for civilian use in 
the first year after postwar pro- 
duction hits full stride than in any 
previous year. The plants are 
said to be set for quick conver- 
sion. 

“The American public will buy 
millions of these appliances, which 
will be sufficient to keep the in- 
dustry going full strength for an 
extended period,” said Howard E. 
Blood, president. “Surveys of dis- 
tributors and dealers throughout 
the United States reveal an amaz- 
ing shortage, especially in war 
production areas.” 

Current advertising of the 
Malleable Steel Range Mfg. Com- 
pany, South Bend, Ind., explains 
that it has been granted govern- 
ment approval to produce a lim- 
ited number of coal ranges with 
low back and steel-porcelain res- 
ervoir tank, less the oven ther- 
mometer. Later it expects to build 
a limited number of combination 


MILLER 


coal and gas ranges. 
for postwar distribution, the com~ 
pany is advertising now for sales- 
men. 


Getting set 


Beatty Transferred 

Miles W. Beatty, Detroit district 
manager of F. W. Dodge Corpora- 
tion, New York, since 1930, has 
been named Chicago district man- 
ager of the company’s construction 
news division. He succeeds T. Ol- 
iver Morgan, who has been named 
general manager of the company’s 
homeowners’ catalogs division in 
New York. 


Lewis Cigar on WJZ 

Lewis Cigar Company, Newark, 
has begun sponsorship of a news 
program on WJZ, New York, fea- 
turing John B. Kennedy, Tuesdays 
and Thursdays, 6:05 to 6:15 p. m., 
EWT., through Lewis Advertising 
Agency, Newark. 


Joins Benton & Bowles 


Marjorie Camp, for the past 
year with NBC as a script writer, 
has joined the radio commercial 
department of Benton & Bowles, 
New York. 


Issues Tire Chain Chart 


A wartime wall chart that tells 
how to use and conserve all makes 
of tire chains has been distributed 
to automotive fleet operators and 
dealers by the Pyrene Mfg. Com- 
pany, Newark, N. J., maker of Py- 
rene tire chains. 


Joins Transitads 


Warren Tingdale has resigned 
as general sales manager of Van 
Camp’s, Inc., Indianapolis, to be- 
come merchandising consultant for 
National Transitads, Chicago. 


Mutual Broadcasting 
Promotes Barnes 


Z. C. Barnes has been appointed 
director of sales administration, 
Mutual Broadcasting System, New 
York, and will work with Edward 
Wood Jr., general sales manager. 
He joined Mutual a year ago, hav- 
ing previously served for 20 years 
as a vice-president of Outdoor 
Advertising Incorporated. Henry 
M. B. Chamberlin formerly a 
member of the advertising depart- 
ment of Family Circle, has joined 
the sales department of Mutual. 
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% In war or peace, Rockford-made ma- 
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every airplane built in America. 


largest city ILLINOIS 


(OUTSIDE OF CHICAGO) | 
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FIC Bans Red 
Cross Use by 
Manufacturer 


Claims Protective 
Law Superseded by 
Later Statutes 


Washington, D. C., Jan. 12.—The 
FTC reaffirmed its determination 
to eliminate the use of the Red 
Cross name and emblem for brand 
names or advertising purposes by 
issuing an order today prohibiting 
continued use of this identification 
on a product that has been mar- 
keted under the name for 47 years. 

The Commission’s action in the 
first of three pending cases involv- 
ing use of Red Cross trademarks 
was directed against the A.P.W. 
Paper Company, Albany, N. Y., 
which manufactures and distrib- 
utes on a national scale Red Cross 


there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 

) market. Advertisers now find a new newspaper 

“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpaper 


Tue Brannam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 
Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 


GAPS in mit & Factory's 


INDUSTRIAL COVERAGE! 


Every dot on this map of Michigan repre- 
sents an industrial city from which some 87 
industrial salesmen—-who also represent 
MILL & FACTORY—-step off to cover the ° 
state’s far-flung industrial locations. In each a 
of these cities, a local industrial distributor 
acts as a MILL & FACTORY circulation 
office. And this is the case in every one of ° 
the other 47 states! There are 1200 circula- Zz . 
tion men and 172 circulation offices in the 


U. S. No wonder there are no gaps in - 
MILL & FACTORY’S industrial coverage! 


Wier or far removed from the beaten path, it is easy for this 
long-legged salesman to reach the executives who specify and buy 
for industry. 

Each of these salesmen—MILL & FACTORY’S circulation men 
—-makes sure MILL & FACTORY goes straight to the men in in- 
dustry who buy. Distributors pay for the subscriptions and don’t 
want their dollars to go astray. The salesmen make daily and 
weekly calls at plants, so it’s a matter of routine for them to know 
of changes in buying personnel . . . and a matter of good business 
to see that the new executives immediately get a current issue of 
MILL & FACTORY, the magazine that helps them sell. 

So your advertising dollars in MILL & FACTORY don’t stray, 
either. Your message goes straight to the key men all over the 
country. 

Make sure the longest-legged salesman covers the territory for 
\ you, too! Put MILL & FACTORY at the top of your list! 


Conover-Mast Corporation, 205 East 42nd 
St., New York, 17; 333 No. Michigan Ave, — 4 | 
Chicago, 1; Leader Building, Cleveland, 14. 
Duncan A. Scott, West Coast Representative, . A Conover-Mast Publiéation : 


x re 


|| commerce, 


toilet tissue, a product introduced 
in 1897, and Red Cross towels, 
added in 1933. 

Based on the assertion that use 
of the Red Cross name or emblem 
implies relationship with the 
American National Red Cross, the 
FTC ruling brushed aside the 
company’s contention that manu- 
facturers which used the Red 
Cross name or symbol before 1905 
are exempt from later federal re- 
strictions. 


Based on FTC Act 


The Commission contended that 
the Act of 1910, permitting use of 
the Red Cross trade name in cases 
where it was already an estab- 
lished brand, yielded to subse- 
quent provisions of the Federal 
Trade Commission Act empower- 
ing the FTC to prohibit “unfair 
and deceptive practices in com- 
merce irrespective of their effect 
on competition.” 

The FTC termed the 1910 law “a 
penal statute,” adding that the 
exemption was inserted to save 
those coming within its terms 
from penalties provided in the 
particular act. Referring again to 
the 1910 act, the Commission 
pointed out that these exemptions 
were allowed only so long as the 
use “was for a lawful purpose.” 

When the law was passed, the 
Commission continued, “the con- 
cept with respect to fair trade 
practices was much more restricted 
than at the present time. Then 
the legality of the trade practice 
depended largely, if not entirely, 
upon its effect on competition, the 
effect on the general public being 
given little, if any, consideration. 

“Since that time there has been 
adopted the Federal Trade Com- 
mission Act, which recognizes the 
interest of the general public in 
unfair trade practices. Particu- 
larly is this true under the 1938 


|}amendment to the Federal Trade 
||}Commission Act, which prohibits 


unfair and deceptive practices in 
irrespective of their 
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effect on competition. 
“Whatever effect the provision 
relied upon by the respondey 
might have on a procedure basa 
upon the 1910 statute or in lit). 
gation based upon the trademar, 
claims between private parties” 
the decision concluded, “the Com. 
mission is of the opinion that the 
provision has no application in , 
proceeding under the Federg 
Trade Commission Act, where the 
principal inquiry is as to the effec 
of the Red Cross name and trade. 
mark on the general public.” 


Senate Delays Action 


The Commission’s decision to 
stop use of the Red Cross name 
and symbol for commercial pur. 
poses on the ground that it is an 
unfair trade practice is particu- 
larly important because of the 
continued failure of proponents of 
a similar line of reasoning to 
obtain Congressional sanction for 
their objective. 

Two bills by Sen. Frederick Van 
Nuys, chairman of the Senate judi- 
ciary committee, were reported by 
the committee several months ago, 
but have failed to progress on the 
Senate calendar. They would ter- 
minate all use of the Red Cross 
name and emblem for commercial 
purposes. 

The complaint against the 
A.P.W. Paper Company was issued 
by FTC on April 11, 1942, the 
Commission charging that use of 
the Red Cross name and emblem 
on packages and in advertising had 
the “capacity to mislead and de- 
ceive” a substantial portion of the 
purchasing public. During subse- 
quent hearings, 29 public wit- 
nesses were called to testify, 15 
supporting the FTC assertion that 
the firm’s product and advertising, 
particularly in magazines, implied 
a relationship between Red Cross 
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and the A.P.W. Paper Company. 
In its decision the FTC said use 
of the brand name and emblem 
implied that the product was 
“sponsored, endorsed, approved or 


TRIBUNE - SUN 
Union-Tribune Publishing Co. 
San Diego 1, California 


is a multi-ped 


\J DIVERSIFICATION is a se 
of San Diego’s basic prosperity 
It’s the city with many legs to stan 
on. Your advertising dollars in 
vested now in the San Diego Unio 
and Tribune-Sun will cultivate 
this big (443,700 metropolitan 
area) prosperous West Coast 
city, ranking "10th in effective 


buying income. 


—SM Sept. 30 et 


REPRESENTED NATIONALLY 


BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago « Denver « Seattle 
Portiand « San Francisco e Los Ange'es 
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” by the American National 
Cross; that the organization 
js financially interested in sale of 
the product; that it is manufac- 
in accord with sanitary 
standards set up by that organiza- 
tion, or that there was some con- 
nection between the product and 
the Red Cross organization. 

The Commission’s order directs 
the company to stop using the 
words Red Cross or any abbrevia- 
tion or simulation, or to display on 
the products or in any advertising 
the mark of the Red Cross, or to 
represent in any manner that the 
product is endorsed, approved or 
ysed by Red Cross; that Red Cross 
is financially interested in its sale; 
that the product is manufactured 
in accord with Red Cross sanitary 
standards, or there is any connec- 
tion between the product and Red 
Cross. 

Two other cases involving the 
use of a Red Cross brand name or 
symbol are still awaiting a deci- 
sion by the Commission. These 
include a complaint against the 
United States Shoe Company, Cin- 
cinnati, for Red Cross shoes, and 
another against Candy Brothers 
Mfg. Company and _ Universal 
Match Corporation, St. Louis, for 
Red Cross cough drops and book 
matches. 


Changed to ‘Gold Cross’ 


Filed July 27, 1942, the shoe 
case, like the A.P.W. Paper Com- 
pany case, involves charges that 
use of the Red Cross name and 
emblem in various forms of adver- 
tising constitutes violation of the 
public law and the Federal Trade 
Commission Act. The trademark 
for Red Cross shoes had been 
registered in 1919, 1922 and 1926, 
but its continuous use dated back 
to 1898 in two instances and 1891 
in another. The company, al- 
though defending its right to use 
of the name, voluntarily changed 
its line to Gold Cross shoes early 
last year. 

In all three complaints, and again 
in the recent A.P.W. Paper Com- 
pany decision, the FTC pointed out 
that Red Cross has never engaged 
in any kind of commercial enter- 
prise, nor prescribed sanitary or 
other standards for any article not 
intended for its own use. It added 
that no article was sponsored by 
Red Cross, nor had the agency 
ever given any manufacturer, 
wholesaler or retailer permission 
to use the name or emblem. 

The Red Cross_ incorporation 
Act of 1905 provided that it would 
be unlawful for any person or cor- 
poration other than the Red Cross 
of America, “not now lawfully 
entitled to use the sign of the Red 
Cross,” hitherto to use such sign 
or insignia “for purposes of trade 
or as an advertisement to induce 
the sale of any article whatso- 
ever.” 

This was later amended in 1910 
to prohibit use of the emblem “for 
any business or charitable pur- 
pose,” with the exception that “no 
person, corporation or association 
that actually used or whose as- 
Signer actually used the said em- 


blem, slogan, sign, insignia or 
words for any lawful purpose 
Prior to Jan. 5, 1905, shall be 


ADVERTISING AGENCY 
PRODUCTION 
MANAGER 
WANTED 


Long established national agency han- 
dling widely diversified list of sub- 
stantial accounts has opening for 
experienced production man for its 
Detroit headquarters. 


This is an unusual opportunity for a 
capable man possessing a pleasing per- 
sonality and the right character and 
ability to get into a fast moving organi- 
zation that is going places in the post- 
War period. 


The capacity to run an efficient, alert 
epartment is absolutely essential. 


In answering this advertisement please 
sive complete details of experience, 


age. draft status and salary require- 


ments. Address A. L. Terry, Brooke, 
Smith, French & Dorrance, Inc., 82 
aneock Avenue East, Detroit 
higan. 


(1), 


deemed forbidden by this act to 
continue the use thereof for the 
same purpose and for the same 
class of goods.” 


Becomes Partnership 


Boston Leather Specialties, Inc., 
210 Broadway, Everett, Mass., has 
been succeeded by the Boston 
Leather Specialties Company, a 
partnership owned and operated 
by Hyman and Eliot S. Mover. 
There has been no change in the 
management or operations of the 
business. 


Names Shappe-Wilkes 

David Bogen Company, New 
York, maker of intercommunica- 
tion, detection and sound distribu- 
tion equipment, has named Shap- 
pe-Wilkes, New York, to handle 
its advertising. 


Manson Joins B&B 


Douglas C. Manson, formerly 
copy chief of Paris & Peart, New 
York, has joined the copy depart- 
ment of Benton & Bowles, New 
York. 


Hutchins Adds Five 

Hutchins Advertising Company, 
Rochester, N. Y., has added five 
new members to its staff. They 
are: Homer C. Scheck and Harriet 
A. Mann, copywriters; Janet W. 
Kesel, radio broadcasting, and 
Dorothy Morrison and Margaret 
Weston, artists. 


Post’ Promotes Kerr 
Morris B. Kerr, with the na- 

tional advertising department of 

the Boston Post for the past 14 

years, has been named national 

advertising manager. 


Goes to ‘Successful’ 


Alvina Iverson, formerly associ- 
ate editor of Country Gentleman, 
Philadelphia, has been named head 
of the home economics staff and 
editor of the home department of 
Successful Farming, Des Moines, 
Ta. 


Phelps to Ludgin 

Raymond A. Phelps, advertising 
manager for the past 13 years of 
the Clinton Carpet Company, Chi- 
cago, has joined Earle Ludgin & 
Co., Chicago agency, and will 
specialize in media. 


longer and still get home in time to “fix” dinner. 
Present day experiments, using intense heat 
generated by high frequency or short-wave 
radio, have radio-cooked some foods in as 
little as 3 seconds time . . . and all indica- 
tions point to new and hitherto unsuspected 


possibilities for cooking with radio power. 


Radio will continue to forge ahead in mak- 
ing the world a better place to live in... 


continue to enlarge its field of service in many 


Mrs. America soon will be able to shop hours» 


new, almost unbelievable ways —alter the peace 
is won and the boys come home again to “life, liberty 


and the pursuit of happiness.” 


WCAU always has exemplitied this progressive spirit 
of service. Philadelphia's first FM station, one of the 
first stations in the country licensed for television, 
50,000 watts —clear channel — non-directional, WWCAU 


leadership has been consistently unchallenged. 


The WCAU record of tomorrow will substantiate and 


re-aflirm its dominance today. 
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advertisements used by International 


men d 1. C. $. coupons into “magic 
carpets,” on which they rode to success and prosperity. The coupons they 
mailed brought them information, and when they learned how little it 
costs to enroll for 1. C. S. training, and how clearly and understandably 
1.C.S. presents the most involved subjects, they jumped at the chance to 
get a solid foundation for success— modern traming! 

Today, when your country needs trained men to man the vital 
industrial front, 1. C. $. offers you a way to acquire sound, practical train- 
ing in 2 few months’ time. Act now! Mail this coupon for information. 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


10 


von 
Without cou or obligation, please send me s copy of your booklet, “Whe Wins 
parveulars about the course before which | have marked X: 


SCRANTON 


— 


- 


INTERNATIONAL 


ts 


Ores greet Amesican open 
for enlistments! It's the all-important 
army of treined men — whose speciglized 
knowledge and skill are helping to win 
the war today, and will play a vital role 
in the victory world of tomorrow! 
You still have time to join these “indus- 
trial rangers.” Even if you're over 38 — 


better production 
and will fit you for a better job when 
peace comes. 

You can get your training as thousands 
of business and industrial leaders got 
theirs — by studying a low-cost LC. 5S. 
Course in your spare time, at home! 400 
business and technical subjects to choose 
from — one, or a combination of several, 
will fit you for greater success. 


CORRESPONDENCE SCHOOLS 


THAIN AMERICANS victory 


TECHNICAL AMO INDUSTRIAL 


courses 
2 pty: 
> 

8 


power. The correct ranking of the advertisements, as des- 
ignated by Paul V. Barrett, director of advertising, Inter- 
national Correspondence Schools, is shown in each case, 
and the actual index figure for each advertisement is given 
in the table on the opposite page, which also shows the 


How ICS 1943 Ads Ranked in Pulling 


The 12 advertisements reproduced here are the leading 
Correspondence 
Schools during 1943. They were reproduced without rank- 
ing in the Jan. 3 issue of ApverTISING AcE, and readers 
were invited to rank them in their relative order of pulling 


te Whar if you are past the age-limit 
for Uncle Sam's Armed Forces? You 
can still help — in hundreds of vital 
ways — to make victory come quicker! 

One way is to get the additional 
training that will make you a better 
fighter on the production front today 
~and fit you for bigger responsibili- 
ties in the victory world of tomorrow! 

In war or peace, training is the first 
step to lasting success. And in war or 
peace, there's no better way to get 
sound, practical training than through 
spare-time study of an L.C.S. Course 
in a subject related to your present job! 

The cost of L.C.S. training is just a 
few dollars monthly. ‘The rewards 
are unlimited. Don't be content to 
take “potluck” on the future — mail 
this coupon for complete information 
on LCS. advantages right now! 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


wWELPING to TRain AMERICANS ror victomy 
BOX 5652, SCRANTON, PENNA. 
Without cost or obligation, please send me booklet and full particulars about 
the course before which | have marked X: 
Moms Economics counses 


Advertising A 


Power 
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choices made by about 225 ApverTISING AGE readers, yj 
should be pointed out that the ICS ranking is based 
performance in securing enrollments, rather than on coupoy 
returns, although indexes for both coupon returns and ey 
rollment are given on the opposite page. 


That's why men with foresight and am- 
bition are studying radio now — at home, 
in their spare time! 

They know that if they're drafted, radio 
training will make them eligible for further 
valuable training with the Armed Forces 
—cligible for higher rating and higher pay 
—eligible for more i 


them for a well-paid, responsib!« 
radio, television or electronics! se 


You can study an 1. C.S. Radio Coun 
im your spare time —at low cosi —san, 
ing right now! Mail this coupon, ad 


we'll send you complete information o 
the famous 1. C.S. per: 


teaching 


sonalized 
method, which has helped thousands along 
the highway to success! 


And when they return to civil life, they'll 
knowledge and background to fit 


MELPING TO TRAIN AMERICANS 


or obligation, please send me booklet 
the course before which | have marked 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


BOX 5651), SCRANTON, PENNA. 


VECHMICAL AMD IMOUSTMIAL CovReES 
Rosier ma: 


vee G Machin 
susiwess courses 
D Advertising Coltage Preparatory Your College Raftway Postal Clerk 
Good 
HOME ECONOMICS COU: 


This inf ion may well be work 
thousands of dollars to you—yet it's youn 
for a 3¢ stamp! Mail the coupon today! 


FoR victory 


and full particulars about 


MEN OF THE NAVY 


You May Enroll for 
international Correspondence Schools 
Courses of Study 
Term Enrolments at a Special Tuition Rate 
Available Now to All Officers and Enlisted 
Men of the U. S$. Navy and Other Branches 
of Our Armed Forces 

rolment of three months. 


You have the privilege of 


studying all chat your time and ability 
permit during any three months’ term; 
at the end of « term you may drop your 


You may enroll for your choice 
of any 1. C.&. academic or vo- 
cational course for a term en- 


the three months’ term for 
which you are enrolled 
For full information about 


textbooks and instruction service— you 


civilian students—the same courses that 

more than 5,000,000 ambitious men and 

women have so successfully taken dur 

ing the past 50 years. | 
Each three months’ term costs you Gord 

only $12, which may be paid all in ad- a 

vance or in three payments as you choose. 

Thus, you may study whole year with one 

the LC. for only $48; but, of course, 


you are never obligated for more than 


ARMED FORCES OLFARTMENT, BOX | C6, SCRANTON, PENNA. 
| interested the feftewing course of study Please send me full details end on 
Armed Forces Depertmrent 


Course of 


BOSS 


1S A BASEBALL FAN- 


INTERNATIONAL 


CORRESPONDENCE SCHOOLS 


OF TO AMBITIOUS 


SCRANTON, 

send me copy of your beokler, “Whe Wins 
th: course before which | have marted X 


ETE INFOR 
MAIL THIS COUPON FOR COMPL' 
COST, MODERN METHODS, PERSONALIZED INSTRUCTION! 


INTERNATIONAL 
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MATION—ON LOW 


CORRESPONDENCE 
4099-C, SCRANTON, PENNA 


Without cost or obligation. please send me book ry 
particulars about the course before which | have 


SCHOOLS 


Without cow 


or obi 
ond Why,” and full 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


“Yessir, that’s true! Ever 
training with the | ' Pp Schools, 
I've been ‘in « class by myself.’ Because every 1. C. S. 
student is really a one-man class. His classroom is in his 
own home, and there aren't any slow-pokes or dunces to 
hold him back! He gets personal, individual instruction! 
“Maybe that's why it takes only a few months for many 
1. C_S. students to get specialized training that ‘pays out’ 
in promotion or a fatter pay envelope. Asa matter of fact, 
« few weeks after | began studying, my boss noticed the 
improvement in my work — and, since then, I've been 
given a more responsible job. 

“Right now, of course, there's a terrific shortage of trained 
men in industry — and if you're as smart as I think you 
are, you'll mark this coupon and mail it. And I don't 
mean tomorrow!” 


since I enrolled for special 
4 


on, please send me copy ef your booklet, “Whe Wins 


parnculars about the course before which | have marked X 
ae 
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Maver you've learned that only with 
proper training can you hope to get ahead on your 
job — maybe you've often said, “Some day I'll 
take an I. C. S. Course, and really amount to 
something!”— but because of the draft, you've 
decided to put it off. Don't do it! 

If you're drafted, you'll be encouraged to con- 
tinue your I, C. S. studies — for the U.S. Army, 
like business and industry, needs trained men 
and pays them well! Furthermore, you will 
have real training by the time your term of enlist- 
ment is over, and you'll be ready to step into a 
bigger, better-paying job than you have now. 

Figure it out for yourself — training pays in 

acetime or wartime, in army or civilian life 

ail this coupon right now for information on 
low-cost I. C. 5. Courses in your line of work. The 
1.C. S. Limited is headed for Success — climb on! 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


sor SCRANTON, 
Without cot or ligation, please wnd mea of 
and full particulars about the courme before which I 
CouRsES 
Mechanical Drafting 
Mechanwel 
ine 


your booklet, “Whe Wins and Why,” @ 
have marked X 


CAL AND IND 
sed Building 


Rentiary 
HOME ECOMOMICS COURSES 


tate 
Comedian reaidrats compen to Canadian Limited Womtrral Cowes 
compen fo i 71 London Wf 2. 


Masry men today are using drafting boards to help win this 
war! * The International Schools 
Courses in Mechanical or Architectural Drafting 
have fitted many hundreds of ambitious men 
for better jobs in this well-paid field! 
* All LC. S. Courses (covering 
400 business and technical 
subjects) are prepared 

by leading practical 
authorities, constantly 
revised to meet new devel- 
opments. Yet the com of 1.C. S. 
training is surprisingly low. * W's 
not too late for you to start —help 
your country, help yourself! Mail 
this coupon today! 


SCRANTON, 
Without cont or please send me copy of your bootie, “Whe Wine and Why,” snd full 
show the course before which I have marked X 


Peston 


Sete - 


Sus: as deadly—just as victory-vital—as planes, 

guns and tanks—are the draftsman's tools! 
Without those tools—in trained hands—we'd 

produce no new planes, guns, ships, tanks, 
iidines! 


Learn—right now—to fight with those tools— 


as a trained draftsman! 
Mail this coupon, and learn how 


I. C. S. Course in Drafting, studied in your spare 


time, can make you a better fighter 


industrial battlefield—ready for a bigger, better 
paying job in the victory-world of tomorrow! 


P.S. Even though 
you expect to go 
into the Armed 
Forces, bear in 
mind that trained 
draftamen get 
hidher ratings 
and higher pay!’ 


a low-cost 


on today's 


ii SPECIAL TUITION MATES FOR MEMBERS OF THE ARMED FORCES 


INTERNATIONAL 


* * Without cost 
particulars about the course 


CORRESPONDENCE 


4099-C, SCRANTON, PENNA 
or obligation. please send 


SCHOOL 


me booklet and full * * 
before which | have marked X 


H-1 


© There are two big reasons why you 
should start TODAY to become a trained 
specialist in some one line of work. 


trial front, and enable you to play « 
much more important part in outpro- 
ducing our Axis enemies! 


SECOND — in the victory-world of 


HELPING TO TRAIN AMERICANS 


thout 
and Why,” and full particulars about the 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


BOK 5648, SCRANTON, PENNA. 

cost or obligation, please send me a copy of your booklet, 

course before which | have marked X: 
AMO 


tomorrow, even more than yesterday 
and today, trained men will be in de- 
mand to fill the best, and highest p>) 
ing, jobs in business and industry! 

© Right now is the time for you to jor 
the 100,000 American men who are 
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The 1. C.&. furnishes all necessary ‘ducational opportunity. 7 = 
E-4 F-3 G-12 
i 
- 
“I'm IN A CLASS BY MYSELF!’ 
/ Prepare TODAY for the 
4 
WHAT 1S 7) | 
be cither you hit the ball have the y © FIRST —and most mt 
same true on any job — the record epenks sider thet 2500 leading industrial make you better fighter on the indus- 
for And the way you “hit the bell” sations have agreements with the studying low-cost, spare-time I. C. 
business and industry got their stort 1.C.5.— when he knows that training will free booklet and complete informatio: 
by speretime sendy of 1.C.5. Courses. You soon make you ready for edvancement! He and mail i ! 
hhawe the right to fellow in their footsteps! appreciates treined men. sil right! it today 
tor Po 
J Without 
| | | | 
| 
fhe 


taper: sing Age, January , 


4 


Admen Do Poor Job of Ranking Leading ICS Ads of 1943 


In the Jan. 3 issue of ApverTIsING AcE, the 12 leading advertisements, on the basis of direct returns, which were run by International 
correspondence Schools during 1943 were reproduced, and readers were invited to submit their own guesses as to the correct ranking of 
these advertisements. More than 225 readers entered this informal contest, and the 100 readers who sent in the most nearly correct answers 
will receive a copy of the famous ICS Book of Useful Business Tables through the courtesy of Paul V. Barrett, director of advertising for 
the schools. The advertisements which originally appeared in the Jan. 3 issue are reproduced again on the opposite page, identified as 


ng they were originally, but this time the correct standing of each is also shown. 
: In many respects, although the results are by no means scientific, this unusual contest sheds considerable light on the value—or lack 
of value—of advertising tests of the consumer jury type. It can of course be argued that the admen who submitted their estimates of the 
relative effectiveness of the 12 advertisements are by no means typical prospects for ICS courses. Nevertheless, the choices of this body of 
“experts,” when compared with the actual results of each advertisement as shown by carefully tabulated ICS records, is extremely inter- 


esting. For that reason, the tabulation which follows shows the actual standing of the ads, in terms of both inquiries and enrollments (ICS 


_ ff ranks ads on their enrollment effectiveness, rather than on inquiries), together with the selections made by the first 225 admen who entered 
the contest. The number who assigned the correct relative position to each of the 12 ads is shown with underline. 


Ranking According to 
ICS Records How Advertising Age Readers Ranked the Ads 

! Inquiry Enrollment 

Ad Rank Index Index 1 2 3 4 5 6 7 : oa 9 10 11 12 
i =. abe 8 125.2 100.0 8 10 15 12 9 17 14 13 14 23 23 46 
arn 5 130.0 105.5 9 15 19 16 20 21 20 24 20 18 15 3 
: an, aca 7 129.8 103.4 57 39 24 15 13 20 12 7 12 2 4 5 
js 2 144.6 144.5 11 17 9 17 21 23 22 25 13 19 14 14 
 __ aa 4 256.7 106.0 6 =) 14 25 16 11 17 20 16 34 25 15 
; es sescee 3 132.1 107.3 22 17 2 14 23 15 19 15 23 11 14 ll 

12 77.6 76.0 11 22 22 21 19 11 20 18 17 18 11 

er 1 148.0 147.0 & 10 9 16 15 14 14 14 28 23 23 34 

Mn vhenes 9 124.0 100.0 10 13 23 16 17 15 18 18 15 17 21 21 

a Fee 11 92.4 80.1 18 20 14 18 21 15 14 8 18 21 25 16 

rrr 6 135.5 105.1 18 17 16 21 13 26 17 19 19 11 20 8 

Pea 10 116.4 88.3 32 28 22 20 17 18 18 20 9 5 10 9 
Sherwood Gets | Wolff Appointed 


J. H. McGillvra, Inc. 
Representative 


5,000 WATTS 
and NIGHT 


JOB 


The new time-sales rec- 
ord built by C K L W 


last year goes to prove 


that a lot of radio-wise advertisers think we're a 
great station. In fact, it is the buy for you if you 
consider that our 5,000 watts at 800 Kc. gives the 


largest coverage in this, America’s Third Market! 


Union Guardian Building, Detroit 


Post as ‘News’ 
Ad Manager 


New York, Jan. 14.—Harold B. 
Sherwood has been named adver- 
tising manager of the New York 
Daily News, succeeding Ray T. 
Wilken, who died in December, 
1939. The post has been vacant 
since that time. Mr. Sherwood, 
who was national advertising 
manager before his promotion, has 
been with the News since its 
founding in 1919. 

Ben L. Moyer, classified man- 
ager, succeeds Mr. Sherwood as 
national manager, and Lyle W. 
Finch has been namer assistant to 
Mr. Moyer. Elmer E. Flagler, 
manager, Chicago advertising of- 
fice, becomes classified display 
manager, with Seward Davis, for- 
merly in charge of automotive ad- 
vertising, succeeding Mr. Flagler 
in Chicago. Mr. Davis is succeeded 
as automotive chief by E. J. Hoban 
of the sales staff. 

Ray Campbell, New York repre- 
sentative of the western advertis- 
ing office of the News, joins the 
sales staff in Chicago. George 
Morris has been named manager 
of the publicity department. 


Plugs New Carton 


To introduce a new glassine- 
lined carton as a wartime package 
for its Red Can brand of coffee, 
Hills Bros. Coffee, Inc., San Fran- 
cisco, has scheduled 1,000-line 
two-color newspaper advertise- 
ments in selected markets. Copy 
carries a plug for the 4th War 
Loan drive. N. W. Ayer & Son, 
San Francisco, is the agency. 


THE DISPATCH COLUMBUS, OHIO 


OHIO 


The Sweets Company of Amer- 
ica, Hoboken, N. J., maker of 
Tootsie Rolls, has appointed Claire 
A. Wolff, New York, to handle 
public relations for its new prod- 
uct, Tootsie V-W. Alaska Chem- 
ical Company, New York, fur 
dresser and dyer, has also appoint- 
ed Wolff to handle public relations 
and advertising. Newspapers, 
business papers and fashion maga- 
zines will be used. 


Gets Kinner Account 


Kinner Motors, Glendale, Cal., 
maker of aircraft engines, has 
named West-Marquis Inc., Los 
Angeles and San Francisco, to 
handle its account. Domestic busi- 
ness and general publications and 
a number of South American aero- 
nautical publications in Spanish 
and Portuguese will be used. 


Thomson Promoted 


Chester L. Thomson, formerly 
sales promotion manager of Cal- 
vert Distillers Corporation eastern 
division and for the last 18 months 
assistant national sales manager, 
has been appointed sales promo- 
tion manager, succeeding Frank 
Johnson, resigned. 


Nickel Joins Compton 


Carl Nickel has joined the mer- 
chandising department of Compton 
Advertising, New York. He pre- 
viously served as sales promotion 
manager, Calvert Distillers Cor- 
poration and in a like capacity for 
Christian Feigenspan Brewing 
Company. 


Offers Ad Course 


Norbert J. Duehren, assistant 
advertising manager of the John 
Shillito Company, will conduct a 
course in advertising layout in the 
second semester, starting Jan. 31, 
at the University of Cincinnati 
Evening College. 


CBS Affiliates to Meet 


The first 1944 meeting of CBS 
affiliates advisory board will be 
held in New York Jan. 24-25, with 
C. T. Lucy, general manager of 
WRVA, Richmond, chairman, pre- 
siding. 


. 
Joins ‘Outdoor Life’ 

A. A. Collings, formerly of Cos- 
mopolitan and Haywood Publish- 
ing Company, has joined the east- 
of Outdoor Life, New 

ork. 


KWTO Joins Blue 

Station KWTO, Springfield, Mo., 
has become affiliated with the Blue 
Network as a basic supplementary 
station, bringing the total number 
of Blue affiliates to 176. 


... Across the rich farm lands 
of Minnesota, it’s laden with 
an aroma of prosperity. Milk, 
feeders, hogs, sheep, poultry— 
these are the things that make 
Minnesota farmers good pros- 
pects for your products. 


And no matter in what direc- 
tion these prosperous farmers 
look—at their local newspaper, 
their state farm magazine, or 
their co-op dairy publication— 
they are reminded of their fa- 
vorite radio station—KSTP. A 
continuing promotion in all 
these media is building a big- 


ger and bigger plus value for 
KSTP users. 


1, Big ads in The Farmer (Min- 
nesota circulation, 147,000) 


2. Full-page ads in Land-O’- 
Lakes News, reaching 65,000 
Minnesota farmers 


3, Audience-building ads in 344 


rural newspapers, with 
1,600,000 readers 

4,“On the Minnesota Farm 
Front” (column by Harry 


Aspleaf, KSTP’s Farm Ser- 
vice Director) carried by 81 


rural papers 


5. “Around Radio Row” (radio 
news-and-gossip column) pub- 
lished weekly by 70 country 


papers 


6, Personal appearances of 
KSTP’s Barn Dance group in 
Minnesota towns 


So, when you pick KSTP to help 
you sell—you get the rich Twin 
Cities market plus the rich Minne- 
sota farm market all at one price on 
one station. Remember this when 
you place your new year schedules. 


Make your slogan — “Get more in 
"44 by using KSTP!” 


50,000 WATTS— 


Clear Channel 


Exclusive NBC Affiliate for the 
Twin Cities 


Represented nationally by 
Edward Petry and Company 
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advertising volume 25% above the 
1942 total. December issues were 
31% ahead of 1942. Thirty papers 
in the trade division reported a 
46% gain for December issues, 
with the year’s volume 23% above 
that of 1942. 

In the export field, 11 publica- 
tions showed a 46% gain in adver- 
tising for December, while the 13 
papers in this division reported a 
29% increase for the entire year. 
The class group, including 15 pub- 
lications, carried 30% more adver- 
tising in December than in Decem- 
ber, 1942, issues, and for the year 
brought its gain up to 21%. 

Reflecting the extensive ad- 
vances in this country, Canadian 
business papers also boasted plus 
signs in all groups, with the en- 
tire list of 59 publications up 13% 
for the year. In the industrial 
classification, 21 papers increased 
16%. The 20 papers in the trade 
group carried 11% more advertis- 
ing, and 18 papers in the class 
group marked up a 9% advance. 


Ad Volume in 
Business Papers 
Up 25% for Year 


Chicago, Jan. 12.—With all di- 
visions sharing in the upswing, the 
volume of advertising in business 
papers gained 33% in December 
issues, compared with a year ago, 
and for 1943 finished 25% ahead of 
the previous year’s volume, ac- 
cording to figures compiled by In- 
dustrial Marketing. 

In 1942, 116 papers reported an 
8% gain over the previous year. 
Reports of 159 publications for De- 
cember issues and 1943 are in- 
cluded in the accompanying tabu- 
lation. 

In the industrial group, 101 pa- 
pers finished the year with total 


BIG NEWS! 


in the Wood Products 


Named Ad Manager 


Photographic Trade News, New 
York, has named Donald M. Foyer 
advertising manager. 


431 S. Dearborn St., Chicago, Ill. 


BATTLE CREEK 
“The Best Known City of Its Size in the World” 


24 635 Industrial Workers 


_ draw an average of $50.72 per week 


@ Famous all over the world for its cereal 
food products, Battle Creek is also the home 
of many diversified industries—farm imple- 
ments, printing presses, pumps, and a long 
list of metal products. Latest available data 
shows 24,635 workers employed in indus- 
trial plants—earning an average of $50.72 
“per week, Number of wage earners in- 
creased 266% from 1939 to 1943, wages 
‘increased 582%. 


Population...67,959 


Ration Book No. 2 registrations showed metropolitan 
Battle Creek's population 67,776— Ration Book No. 4 
shows 67,959. One of Michigan’s most active and 
long-established markets. Home Coverage—100% 


seven days a week. ma 


THE BATTLE CREEK 
ENQUIRER ann NEWS 
Daily and Sunday 
+. 


Representatives: ALLEN-KLAPP CO. + New York— Chicago— Detroit 


FOR 1943 


These figures, compiled by Industrial Marketing, must not be 
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ADVERTISING VOLUME FOR DECEMBER ISSUES OF BUSINESS PAPERS AND TOTA\S 


AND 1942 


Advert’ 


CITI 


December — Ye: 
quoted or reproduced without permission. Unless otherwise Pages P.ges 
noted, all publications are monthlies and have standard 7x 1943 1942 1943 
10 type page 404 334 6,16 

December Year 18 11 196 

Pages Pages Telephone Engineer .......... 36 36 487 

Industrial Group 1943 1942 1943 1942 Telephony (W) $°7128 *83 1,153 
358 264 4,167 2,723 129 111 1,585 
Air Conditioning & Refrigera- 63 42 684 

tion News (w) (11%x16).... 29 28 320 261 Tool & Die Journal (44%x7%).. 170 123 1,908 
American Aviation (bi-w)..... 66 1,114 664 Teel. 181 101 2,056 
American Builder & Building Water Works Engineering 

The American City............ 64 49 794 660 Water Works & Sewerage..... 51 35 624 
American Machinist (bi-w).... *{612 *450 6,667 5,529 Welding Engineer ............ 71 46 770 
Architectural Forum ......... 88 67 1,047 952 Western Construction News... 90 69 1,021 
Architectural Record ......... 57 40 757 611 Weed Well wccccccccesceces 65 48 615 
Automotive & Aviation Indus- Woodworking Digest (4%x6%) 83 62 861 

261 161 2,744 1,721 
Bakers’ Helper (e.0.w.)....... $127 §89 1,209 1,143 Trade Group 
Brick & Clay Record.......... *22 *20 257 285 American Artisan .........+... 39 34 556 60 
Bus Transportation ........... 85 69 1,177 967 American Druggist ........... 102 54 1,280 86 
§*71 881 901 Boot & Shoe Recorder 
*44 *40 509 528 60.6 0 0 6600 100 3111 1,250 1,246 
Chemical & Engineering News {70 44 799 527 Building Supply News......... 31 28 552 542 
Chemical Industries .......... *92 *68 1,021 809 Chain Store Age— 

Chemical & Metallurgical Engi- Administration Edition Com- 

Civil Engineering ............. 30 19 349 314 Druggist Edition ........... 44 26 770 5 jee 
113 98 1,203 990 Fountain Restaurant ........ 5 6 98 16 
Construction Digest (bi-w).... 167 51 856 656 General Merchandise— 

Construction Methods (8%x12). §98 80 1,169 1,006 Variety Store Editions..... 86 55 961 749 
Contractors & Engineers Grocery Editions ........... 61 45 832 This is th 

Monthly (9% X14) 37 32 442 345 Commercial Car Journal....... 152 101 1,757 | 
SS ees. ere 121 108 1,453 1,357 | Domestic Engineering ........ 94 55 954 Nationa 
Diesel Progress (8%x11)...... 60 52 712 533 Electrical Merchandising (9x12) *45 *21 441 program. 
Electric Light & Power....... 58 57 756 768 Farm Implement News (bi-w). 71 42 867 and bus 
Electrical Contracting ........ 72 67 1,020 930 Geyer’s Topics ........e-eee08 55 34 563 h 
Electrical South .............. 30 23 366 SOG | 11 10 131 througho 
| aaa 56 46 675 582 Hardware Age (bi-w)......... *146 *87 2,166 & Son 
Electrical World (w) ......... 203 150 2,459 2,297 Jewelers’ Circular—The Key- 

Engineering & Mining Journal 120 94 1,343 1,108 Men’s Apparel Reporter (9x h 
Engineering News-Record (w). *§{347 *t272 3,700 3,214 77 44 894 Cas 
Factory Management & Main- 04664 83 59 1,098 6 

305 216 3,516 2,698 AGS 69 44 755 
Fire Engineering ............. 34 23 415 328 NJ (National Jeweler) (5% x Start 
120 87 1,367 946 189 123 1,705 
177 127 1,937 1,588 Office Appliances (6 5/6x10)... 115 87 1,234 Daytor 
33 2 403 334 Plumbing & Heating Journal.. 22 19 245 rtisem 
+69 *+54 694 635 Sheet Metal Worker........... *35 *40 411 vertis 
Heating, Piping & Air Condi- Southern Automotive Journal.. 54 25 622 7ECampalgr 

93 65 1,108 853 Southern Hardware .......... 65 42 700 ister Con 
Heating & Ventilating......... 46 25 520 371 Sporting Goods Dealer........ 46 30 634 in 357 1 
Industrial & Engineering Syndicate Store Merchandiser. . 82 55 734 

Chemistry (two editions).... 168 115 1,728 1,335 Underwear and Hosiery Review 119 81 1,206 blanketir 
Industrial Finishing (44%x6%). 54 49 656 530 Wholesaler’s Salesman ....... 53 48 606 Space si 
Industry and Powef........... 114 87 1,379 1,059 — - lines Ww 
Industry and Welding (4%x6%) 49 35 560 418 TOPEUAES Eoeeccccesccceversce 2,198 1,505 25,378 4 
*{t680 *t567 7,921 6,640 Export Group once a 
Laundry Age (semi-mo.)...... *46 @32 627 542 American Automobile (Overseas ness pul 
Machine Design 222 151 2,228 1,516 20 17 361 carrying 
Machine Tool Blue Book (4%x American Exporter ........... 179 100 2,276 1 : 8 

eee ee 331 293 3,889 3,436 El Automovil Americano...... 33 25 567 514 Four-f 
Manufacturers Record ........ 42 37 522 426 El] Farmaceutico ............++- 37 33 576 510 @ advertisi 
Marine Engineering & Shipping El Taller Mecanico Moderno blic b 

Mechanical Engineering ...... 94 64 963 675 Ingenieria Internacional Con- chines 4a 
Mechanization (4 13/16x7 5/16). 58 57 793 684 cc 51 42 658 497 business 
rere 67 47 716 579 Ingenieria Internacional Indus- ll atte 
Metal Progress 145 118 1,709 41,378 84 38 958 566 alle 
Metals and Alloys............. 150 107 1,894 1,359 La Hacienda (two editions)... 46 77 616 928 tailers, 
0.6 0:0 6.0 260 168 2,995 2,606 Oficina Mecanica Moderna users of 
§367 §306 2,310 1,891 99 53 328 205 under di 
Mining and Metallurgy........ 24 22 337 266 Petroleo Interamericano 
Modern Machine Shop (4%x als2 .... to 1 

ake 332 307 3,903 3,344 Revista Aerea Latino America. 32 24 365 267 the pub 
Modern Packaging ........... 84 60 872 775 | Spanish Oral Hygiene (4 5/16x registers 
127 74 1,229 772 26 20 270 245 
National Carbonator & Bottler. 85 58 917 766 - i to tell b 
National Petroleum News (w). 88 60 855 737 706 482 7,554 5,856B lic that 
National Provisioner (w)...... 87 71 Class Group counting 
New Pencil Points............ 57 44 582 623 Advertising Age (w) (10% x15) 161 116 1,660 1,113 : 
Oil & Gas Journal (w)........ 416 306 3,973 3,189 American Funeral Director.... 44 33 457 454 The fi 
Oil Weekly (w)............... 9157 132 1,912 1,732 | American Restaurant ........ 44 36 515 459ed “He’s 
Paper Industry & Paper World 66 59 777 740 Pe Prrrrriririre. 50 38 791 667 son!”’ pr 
Paper Mill News (w)......... 87 83 962 1,001 Hospital Management ........ 45 34 594 426 — 
Paper Trade Journal.......... *1t123  *t112 1,415 1,427 | Hotel Management ........... 52 32 556 52245 a ne 
Petroleum Engineer .......... 117 91 1,520 1,138 Industrial Marketing ......... 102 85 1,086 846 Mer batt 
Petroleum Refiner ............ 206 127 2,036 Medical Economics (4%x6%).. 105 71 ~=—:1,109 933 wartime 
73 55 970 809 Modern Beauty Shop.......... 61 38 614 511 blic’ 
Power Plant Engineering..... 131 112 1,416 1,204 32 23 377 313 @eration. 
Practical Builder (10% x15)... 10 s 160 170 Oral Hygiene (4 5/16x7 3/16).. 130 116 1,470 1,339 N. Ww 
42 39 551 523 Restaurant Management ...... 43 33 455 415 
Product Engineering ......... 300 168 3,123 1,872 School Management (9%x11%) 14 8 142 117 
Products Finishing (4%x6%).. 55 45 555 444 | Traffic World 83 75 1,036 Andre 
ves 214 136 2,379 1,594 —_ —_ 

Railway Age (W)............-. 1165 157 2,525 2,218 1,086 837 12,412 10,282 Arno] 
Railway Purchases & Stores... 76 69 1,005 871 publi it 
ee ee 53 45 672 574 SIncludes Special issue. ‘*Includes classified advertising. Cll, 
$61 $61 787 689 {Last issue estimated. {Five issues. {Three issues. <7Four the Buc 
Southern Power & Industry... 116 97 1,243 1,006 issues. @®One issue. 4Established 1943. ttTwo issues. Milwau 
own bu 
lor. 

; Newhoff Advertising Agency,§ 
Canadians to Appoint Newhoff Baltimore, to handle. its account. les p 
R D. E. Winebrenner Company, | Weekly newspaper schedules have §™"ket 

etain Ad Volume Hanover, Pa., packer of Dewco | been placed in cities where Dewco 

products, has named Theodore A.| products have distribution. Name 

Toronto, Jan. 14.—Most Cana- E 
dian advertisers plan to use as cifi t's 
much or more newspaper space in ha ‘al * 
1944 than they did in 1943, accord- Pacific. 
ing to a survey conducted by Mar- Onis * 
keting. gon 

Of advertisers replying to a the - 
questionnaire, 47% indicated they — 
will use the same amount of space - 


in newspapers, more than 14% in- 
tend to use more and only 3% plan 
on using less space. 

The survey showed that 22.72% 
of advertisers will spend more 
money in 1944; 65.91% will spend 
about the same; 1.52% will spend 
less and 9.85% are undecided on 
their advertising expenditure. 


Joins ‘Engineering’ 

Francis B. Marsh, B.S., C.E., for- 
merly senior division engineer of 
New York City’s Board of Water 
Supply, eastern department, has 
been named associate editor of 
Water Works Engineering, New 
York. 


ABP to Meet May 25-27 


The annual spring meeting of 
the Associated Business Papers, 
New York, will be held May 25, 
26 and 27 at the Westchester 
Country Club, Rye, N. Y. 
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CITES MERCHANT 


grocer, your butcher, your man all are 

any on the home from. They're kenping people well fed 
they have ever faced — inadequate help, supply 
shortage, point rationing, ceiling prices and other problems. 


Your conperation helps your food merchants mers 
these warume problems — and their National Cash 


Serving the Maton by Seving Time. The om many 


40 ROCKEFELLER PLAZA, Circle $4300 


‘The National Cash Register Company 


S718 This is the first insertion to appear in 
Sto National Cash Register Co.'s 1944 
2848 program. A long list of newspapers 


6978 and business papers will be used 
iui throughout the year. N. W. Ayer 
643 & Son is the agency in charge. 


«(Cash Register Co. 
Starts ‘44 Drive 


0388 Dayton, O., Jan. 11.—First ad- 
ispvertisement of the 1944 newspaper 
s77ucampaign of National Cash Reg- 
546Hister Company appeared this week 
si¢fin 357 newspapers in 295 cities 
the United States. 
555mSpace sizes vary from 700 to 420 
lines, with insertions averaging 
once a month. A long list of busi- 
ness publications will also start 
carrying this new advertising in 
issues. 
514 Four-fold objective of the 1944 
510 @ advertising is (1) to show how the 
295 @public benefits when National ma- 
chines and systems are used by 
49 M@business and government; (2) to 
see call attention to the fine work re- 
bookkeepers and _ other 
users of NCR products are doing 
under difficult wartime conditions; 
...§ (3) to remind business men and 
267@the public that NCR makes cash 
@registers for every use; and (4) 
—_.§to tell business men and the pub- 
856 Blic that they also manufacture ac- 
119) COunting-bookkeeping machines. 
454 The first advertisement, caption- 
459Bed “He’s a mighty important per- 
rt son!” presents the food merchant 
522 a8 a “necessary home-front work- 
846 Ber” battling with many complex 
+ wartime problems, and asks the 
243 @Public’s understanding and coop- 
313 @eration. 
iB N. W. Ayer & Son, is the agency. 
117 
Opens Office 
232 Arnold J. Andrews, assistant 
ing. @PUblicity manager for 16 years of 
‘our the Bucyrus-Erie Company, South 
Milwaukee, Wis., has opened his 
—-§0wn business as advertising coun- 
selor, specializing in industrial 
int.@ les promotion and product and 
ave @ Market research. 


VCO 
Names Erwin, Wasey 


Erwin, Wasey & Co. of the Pa- 
tific Coast has been named to 
handle advertising of the Canadian 
Pacific Railway Company in the 
Oregon and Washington territories. 
For the past 17 years it has placed 


= road’s advertising in Califor- 


THIS WAR, TOO, MAY END 


670 


You will have an immediate, 


ready-to-go market for your 
Products if you get into the 
booming Diesel Industry NOW! 


=) DIESEL PROGRESS 


WEST STeEET NEW YORK NEW 


Newbauer Joins D&L 


G. Robert Newbauer, formerly 
with McKesson & Robbins, New 
York, in charge of package de- 
signing and counter displays, has 
joined Dohner & Lippincott, in- 
dustrial designer, New York. 


Form Siesel & Bruck 


Sidney Bruck, formerly with 
Rose-Martin, New York, has be- 
come a member of the Harold J. 
Siesel Agency, New York, the 
name of which has been changed 
to Siesel & Bruck. 


Shulton Budget 
Increased for ‘44 


New York, Jan. 12.—Shulton, 
Inc., for the first six months of 
1944 will operate on an increased 
budget with large space insertions 
in 20 national magazines, consti- 
tuting the largest campaign ever 
run on Early American Old Spice 
and Friendship’s Garden toiletries 
for women and Old Spice for men. 

Women’s copy will make a plea 
for women’s volunteer services 


under the caption, “You Can Help 
Shorten the War.” All ads on the 
Old Spice men’s line will carry the 
war bond drive slogan, “Let’s. All 
Back the Attack, Buy War Bonds.” 

With the exception of Easter, 
Mother’s Day and Father’s Day 
copy, the insertions are of an in- 
stitutional type. 

Shulton’s spring campaign is in 
addition to the large space, full 
color magazine drive being con- 
ducted on Leigh perfumes with a 
budget of more than $120,000 in 
class, mass, youth and specialized 
fields. 


Meredith Promoted 


Samuel R. Meredith, who joined 
Carstairs Bros. Distilling Company 
in 1938 as one of the first two dis- 
trict managers, has been appointed 
eastern division manager, succeed- 
ing A. B. Hook, recently promoted 
to general sales manager. 


McArthur to NL&B 


James F. McArthur, formerly of 
Cockfield, Brown & Co., Canadian 
agency, and N. W. Ayer & Son, has 
joined Needham, Louis & Brorby, 
Chicago, as a copywriter. 


| 


People today want ail the news, all the facts, all the 
details they can get...to help them understand the 
events that are reshaping the world...to help them 
do their part in winning the war. 


Never before has the demand for information been 
so great. People today want to know the how and why 
of the major war operations, the important diplomatic 
maneuvers ...to look at a map and see for themselves 
the day-by-day progress of the conflict...to see in 
pictures as well as words what our Armed Forces are 
doing all over the world and what local men and 
women are giving to the struggle on many battlefronts. 


Where do people get most of their information? 


And on a thousand varied homefronts, people need 
facts presented clearly, fully and graphically to guide 
their wartime living... the intricate, changing details 
of rationing as they apply in their own home town... 
the news of local events and activities that make up the 
pattern of their own personal lives .. . information on 
where they can buy the things they need and how much 


they should pay. 


Where do people get most of the information they 


need today? And isn’t that naturally the best place 
to inform people of your products and services, your 
wartime activities and postwar plans? 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by The Memphis Commercial Appea land The Memphis Press-Scimitar in the interest of all newspapers 
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Boston Plants 
Get Warcasts 
25 Times Daily 


Boston, Jan. 11.—Acclaimed as 
the first complete warcast net- 
work, the “Boston Plan” of news- 
casts initiated by the Boston Globe 
and Station WBZ has been ex- 
panded to 25 daily programs for 
Greater Boston war plants and the 
Boston Navy Yards. The five-min- 
ute world news digests are piped 
to plants engaged on Naval con- 
tracts dver a 20-hour period on a 
full seven-day week schedule. 

The warcasts originate from a 
special studio set up by WBZ. The 
service is an outgrowth of the war 
news program fed to Charlestown 
and South Boston Navy Yards by 
the New England Westinghouse 
stations since last summer, follow- 
ing a suggestion from the Navy 


“Suppose you just forget those 
clothing commercials on WF DF 
Flint.” 


that the service would help step 
up production schedules. The 
WBZ broadcasts were so successful 
that Under Secretary Forrestal 
issued a directive asking that the 
warcast plan operating in Boston 
be expanded to other parts of the 
nation. 

In amended form, it is now 
operating in Philadelphia, Pitts- 
burgh, Rochester, N. Y., New Cas- 
tle, Pa., Norfolk, Cincinnati, San 
Francisco and Portland, Ore. 


Adel Adds Division; 
Names Goodenough 


Adel Precision Products Cor- 
poration, Burbank, Cal., has named 
Wing Commander J. G. Good- 
enough, internal combustion engi- 
neer, to head its new Diesel and 
engine equipment division. Imme- 
diate production of Diesel equip- 
ment is not contemplated by the 
aircraft equipment concern be- 
cause of wartime assignments. 

Raymond J. Kirkby, formerly 
chief engineer and manager of 
research and development of the 
Tokheim Oil Tank & Pump Com- 
pany, Fort Wayne, Ind., has been 
named special research and devel- 
opment engineer on hydraulic and 
pumping equipment by Adel. 


Buys Spot Radio 

Great Northern Wine Company, 
New York, has begun radio spot 
advertising for its Gallo wine, 
using jingles on stations WINS 
and WMCA, New York, several 
times each day six days weekly. 
Additional stations and news- 
papers will be added later. White, 
Lowell & Owen, New York, is the 
agency. 


Coughlin Promoted 


John L. Coughlin, who joined 
the Hartford Courant in 1924 as a 
classified salesman, has been pro- 
moted to assistant advertising 
director. 


DETECTIVE GROUP 
PUBLISHING COMPANY, INC) 
MADISON AVENUE, New York 


A. D. Willard Jr., gen. mgr. of WBT, Charlotte, N. C., delivered 
the principal address at the graduating exercises for a group of 
business and professional who have been training as nurses’ aides 
at Charlotte’s Memorial Hospital. . . Zimmer-Keller, Detroit agency, 
celebrated its 25th anniversary Jan. 3 with a cocktail party at the 
Statler. Walter Zimmer, pres. and founder of the company, who 
has been identified with the automobile industry since the early 
days, was publisher of one of the industry’s first papers, Horseless 
Age... 

J. Leonard Reinsch, head of WSB, the Atlanta Journal’s station, 
spoke before the students at the Henry W. Grady School of Jour- 
nalism, U. of Ga., Jan. 5, and was made an honorary professional 
member of Sigma Delta Chi, journalistic fraternity. .. Fred Healy, 
v.p. and ad dir. of Curtis Publishing Co., is convalescing after a 
recent illness. . . 

Wilbur Cannon, pres. of the Davenport, Ia., adclub, and L. O. Fitz- 
gibbons, com. mgr. of WOC, Davenport, now have something extra 
special to discuss at meeting. The Cannons have two adopted chil- 
dren, a girl, 7, and a boy, 4, and the Fitzgibbons adopted a three- 
month-old boy the day before Christmas... 


TRIPLE TORTURE TRIO GIVES OUT 


A feature of the "Kiesewetter Kut-Up Show" put on at a recent agency party 

at H. M. Kiesewetter Advertising Agency, New York, was this trio (I. to r.): 

Ted Chase, media and radio buyer; Rhoda Powers, radio time buyer; and 
Samm S. Baker, director of radio. 


Guy Cooke, ad mgr. of Chicago’s First National Bank, has retired 
after 43 years’ service. He was one of the founders of the Financial 
Advertisers Assoc... 

Frank E. Gannett, head of Gannett Newspapers, addressed the 
Chicago Rotary Club Jan. 4, describing his recent trip to Great 
Britain. He was heard by a large audience, including many of the 
leading publishing and advertising executives of the city. . . 

New York police are investigating the theft of $28,000 in war 
bonds, some bank stock and $150 in cash, taken from the drawer 
of a desk in the office of Allston E. Aveyard, partner of MacFarland, 
Aveyard & Co., whose New York headquarters are in Rockefeller 
Plaza. . . Kathleen Grealish, who joined Bonwit Teller in New York 
in 1935 as art director, later becoming ad mgr. and then merchan- 
dise and sales counsel, will retire to private life Feb. 1. She is the 
wife of Leo Perper, pres. of the Roger Kent chain of men’s apparel 
stores... 

C. P. Hayes, former genl. mgr. of the News-Herald, Suffolk, Va., 
has been appointed to the recently-created position of district price 
liaison officer for the Richmond district OPA. . . Harry Hall, bus. 
mgr. of the Eagle, Dothan, Ala., is managing State Sen. James A. 
Simpson’s campaign for a seat in the U. S. Senate... 

Noted dietition and women’s adclubber of New York, Bertha 
Becker has cooked thousands of breakfasts for service men during 
her weekly Saturday stint at the Council Club, where she labors 
over the kitchen range from 7 a. m. to noon, with the result that her 
culinary prowess is now celebrated in military circles from Maine 
to New Guinea... 

Roger W. Clipp, WFIL genl. mgr., holds the vice-chairmanship, 
public relations, of the war finance committee of Philadelphia 
County, for the 4th War Loan drive starting this week, and Jack 
Steck, the station’s publ. rel. dir., heads the promotional activities. . . 
Kinsey N. Merritt, genl. mgr. of publ. rel. for Railway Express 
Agency, N. Y., was the choice of the Elizabeth, N. J., chapter of the 
American Business Club for 1943’s outstanding citizen of that city. 
He was given a plaque symbolizing the honor at a testimonial 
dinner. .. 

Harry D. Goodwin, sls. prom. mgr. of WBZ and WBZA, Boston, 
is the proud papa of a second daughter, Cynthia Anne, born Dec. 
29. .. And Harold Gross of Goldman & Gross, Chicago, and his wife 
welcomed a son named Steven, Jan. 2... 

Thomas L. L. Ryan, Pedlar, Ryan & Lusk chief, has been named 
chairman of the 28 committees of the graphic arts div., American 
Red Cross, and is undertaking the ’44 natl. ad campaign of the Red 
Cross under the auspices of the War Advertising Council... 

Capt. Ward Hubbard of the Marine Corps, on leave from the 
sales staff of NBC Chicago radio recording div., visited the studios 
on his recent transfer from Washington, D. C., to the West Coast. . . 

William Ninabuck of International Harvester pleased his friends 
at Christmastime with a collection of his prose and poetry called 
“dregs or the barrel’s bottom,” printed in a “limited edition of 
something less than 50,000 copies,” each numbered and inscribed, 
and attributed to William L. Nonymous. The collection goes back 
to a story, printed in the long-defunct Farmer’s Weekly Sentinel, 
which won for schoolboy Willie a handy volume on “Feeds and 
Feeding” .. . 

James M. Cleary, v.p. of Roche, Williams & Cunnyngham, was a 
member of the citizens’ group which presented Chicago’s winning 
bid. to hold the Republican national convention in Chicago next 
June... 
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Fuchs & Lang 
Offers Lithographs 
to Spur Bond Sale 


New York, Jan. 12.—The Fuchs _ 
& Lang Mfg. Company, division The 
of General Printing Ink Corpora. Gener! E 
tion, is swinging its weight behing conduct 0 
the 4th War Loan drive by offer. adve''sin 
ing approximately 1,200 rare lith@ camp«'sn 
ographic prints from its famoysm pared fOr 
collection to war bond purcliaserg™ utors anc 
in the lithographic industry. is design 

Herbert Kaufman, advertising and 
manager of General Printing Ing the 
and chairman of a special commit of beiter 
tee formed to aid in the distriby Materlé 
tion of the prints, reports that them cards, m 
highest bidders will receive them dow strea 
most valuable prints, based on™ displays < 
evaluation by an authority. pared es} 

If the lithographic industry does can use. 
not subscribe to all the prints, the adaptatio 
public will be given an opportu.§ vertising, 
nity to participate in the acquisj.§ developm 
tion of the remaining lithos. Theg South A 
deadline for applications to be re-§ needs, ac 
ceived by the chairman is Jan. 31,§ company 
After this date, the public may To tie 
participate on the same terms off a unified 


highest bidders for the remainder, 


Shows ‘Stars’ Promotion 


A pictorial pageant showing the 
scope and station usage of NBC’s 
“Parade of Stars” promotion wag 
displayed to representatives of ad-§ 
vertising agencies, clients and the 
press Jan. 10-11 at the Waldorf- 
Astoria. Material revealed the 
extent of the promotion on the air, 
in newspapers, display cards, 
movie trailers and special devices 
such as counter cards and table 
novelties, in addition to samples 
of the more than 50 recordings 
especially prepared for the “Pa- 
rade” promotion by NBC’s adver- 
tisers. The exhibition will be 
shown in Chicago and then San 
Francisco. 


Gives Tips on Chain 
Belt Drives 


A booklet has been published by 
the Chain Belt Company, Milwau- 
kee, giving information on main- 
tenance, lubrication and repair of 
chain belt drives. Entitled ‘“War- 
time Care of Chain Belt Drives,” 
it may be obtained by writing to 
the company, 1600 W. Bruce St. 


Milwaukee 4, Wis. Faithorn | 
tion of off 
Beacon Names M&A to adver 
McKee & Albright, Inc., Phila-§@gencie 
delphia, has been named to handle§fevident i 
the advertising of Beacon Chemi-falsgo in 
cal Corporation, also of Phila- ] 
delphia. Use of newspapers and saved . . 
magazines to promote Zero, new@ice offer 


liquid household cleaner, and “33” 
bleach is planned. 


Such An Opportunity for 
a Young Advertising Man 
Rarely Presents Itself 


One of the nation’s largest pub- 
lishers (in New York) needs 
a sales-minded advertising 
“comer” to fill the position of 


Assistant Sales Promotion Man- ~ man 
ager in its Aviation Publishing ae oa, 
Division. If you have the vision 3-in-one 
to see beyond the nominal start- service. 
ing salary ($3,000)—if you wish can now 

Many 


to establish yourself in a strong 
position in association with the ‘ 
aviation industry—you will find 


in this organization truly un- a 
limited possibilities for a:- 
vancement. FI] 
FI? 
To qualify you should be be- FIL. 
tween 25 and 35, draft-exemp!'. Youcen us 
with 3 to 5 years copy experi- but all are 
ence—and serious in purpose. —ec 


Write for interview giving fu!! 
details of your background, an‘ 
tell us why you feel that you 
could go places if given ful! 
opportunity. 


Box 4518, Advertising Age, 33° 
W. 42nd St., New York 18, N. Y. 
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4 BR AND PA) 
: | He's quite © merchandising problem, this wor 
worker! - - ysed to buy your goods before 
the war. he has plenty of money f° spend 
— for your product — but he can't get it, because LT 
his dealer ‘out of stock” ONE roc 
§ will he get into the habit of buying “ivs! os the 
good” substitutes leaving your product ovt in nected 
the cold in postwor years? 
Only advertising can keeP this chop asking 
for your product today and postwar! But what 
im 
a. magozines does he still read, now that overtime ply 
: . work is cutting 5° deeply into his leisure time? 
_. The Dell Detective Group has nearly three 


Adv: ising ge, anuary 


Mazda to Conduct 
Intensive Drive 


in Latin America 


Schenectady, N. Y., Jan. 13.— 
The lamp division of International 
General Electric Company plans to 
conduct one of the most extensive 
advertising and _ merchandising 
campaigns of its type ever pre- 
pared for Latin-American distrib- 
utors and dealers. The program 
is designed to do both a selling 
and an institutional job, featuring 
the C-E monogram as the symbol 
of better lighting. 

Material—newspaper mats, car 
cards, movie theater slides, win- 
dow streamers and posters, counter 
displays and decals—has been pre- 
pared especially for Latin-Ameri- 
can use. It is not a translation or 
adaptation of North American ad- 
vertising, but a completely original 
development of ideas geared to the 
South American market and its 
needs, according to J. E. Peters, 
company Official in charge. 

To tie all of the elements into 
a unified campaign that will de- 


PRINTING 


FAITHORN 


3-in-l Service 


Faithorn is built upon the founda- 
tion of offering a superior service 
to advertisers and advertising 
agencies . . . Not only is this 
evident in the finished work, but 
also in price and actual time 
saved . . . Faithorn 3-in-l serv- 
ice offers typography, engrav- 
ing and printing—all under 
ONE roof . . . The saving of 
TIME alone avoids your chas- 
ing the rainbows of discon- 
nected suppliers whose respon- 
sibility is limited to the work they 
do... You will be pleased with 
IAITHORN SERVICE. On that next 
jobtry us and note the difference. 
Simply phone Wabash 7820. 


For many years 
Finchley has 
ued FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
Many advantages. 


* 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


Youcan use one or all—just as you wish, 
bw all are here, ready to serve you... 
~—economy—satisfaction assured. 


TAITHORN 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


SAY AND NIGHT SERVICE 


liver maximum benefits to IGE’s 
Latin-American dealers, Mr. Pe- 
ters said, a new trade character 
has been created—General G-E 
Mazda, whose slogan is “Use Bom- 
billas G-E Y Vera Lo Bien Que 
Ve.” Literally translated, and 
thereby losing some of its native 
punch, explained Mr. Peters, the 
slogan means “Use G-E bulbs and 
see how much better you see.” 

The general is a rotund, cheer- 
ful little fellow, personifying a 
G-E Mazda light bulb. It is his 
duty to rout the “Imp of Dark- 
ness,” Pancho Tinieblas, which he 
does with evident pleasure in com- 


ic strips supplied in mat form 
for dealer use. The campaign ma- 
terial is packaged for Latin-Amer- 
ican distributors in a complete 
sales portfolio. Broadsides have 
also been prepared for the dis- 
tributors’ use in presenting the 
material to the dealer organization. 

Williams & Saylor, New York, is 
the agency. 


J. C. Cima Advanced 


John Cyrus Cima, on the sales 
staff of Manufacturers’ News, Chi- 
cago, since last November, has 
been named advertising manager. 


Hoye Leaves ‘Life’ 
for Red Cross 


Stephen R. Hoye has resigned 
from the Chicago sales staff of Life 
to join the American Red Cross. 
He was formerly advertising di- 
rector of Fortune. 

Mr. Hoye will report to Wash- 
ington for an assignment. 


NBC Promotes Wiley 


Howard Wiley, formerly of 
NBC’s production department in 
Chicago, has been appointed NBC 
production manager in Hollywood. 


Appoints Yanda 


James W. Yanda has been named 
general manager in charge of re- 
search chemical development engi- 
neering of Chemical Research for 
Industry, Cleveland, O. 


Coleman to D&B 


Jerry Coleman, formerly assist- 
ant advertising manager of Los 
Angeles Soap Company, Los An- 
geles, maker of White King soap, 
has been named director of the 
planning department of Davis & 
Beavan, Los Angeles agency. 


@ The “hit parade” of advertisers whose messages get before Oregonian 
readers are those who hold down their space per ad. (Imagine our making 
such a statement—but, the newsprint limitation has hit us HARD!) 


There are hours of sweating over the tight columns of the day’s dummies 
behind every wire we send, refusing your full-page space. Even those choice 
1000-line advertisements loom large on the “impossible-to-carry” list. 


So... PLEASE send us alternate copy o f smaller size! 


Your surest guarantee of The Oregonian meeting those schedule dates is for 
you to “keep that ad size DOWN!” 


The Great Newspaper of the West 
PORTLAND, OREGON 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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Eastman Copy 
Supports Drive 
for Cadet Nurses 


(Picture on Page 53) 
Rochester, N. Y., Jan. 11.—JIn 
support of the campaign for 65,000 
recruits to the U. S. Cadet Nurse 
Corps, Eastman Kodak Company 
is sponsoring a series of full-page 
advertisements in 15 national 


FOR POSTWAR PLANNING 


We can clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 
organizations are building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’S CLIPPING BUREAU 


GENERAL 
MAGAZINES 


BUSINESS FARM 
PAPERS PAPERS 
221 N. LASALLE ST., CHICAGO 1, ILL. 


magazines starting late this month 
and continuing through May. The 
future of nursing is the theme. 

Prominently featured are Koda- 
chrome reproductions of the Cadet 
Nurse Corps’ outdoor uniform for 
winter wear, selected by a jury of 
New York fashion editors. 

Text stresses the free training, 
the generous monthly allowance, 
the accelerated course (24 to 30 
months as contrasted with three 
years in peacetime); and shows 
the opportunities for graduate 
nurses not only in private duty 
nursing, but in the Army and 
Navy, in public health, in industry, 
and in hospitals. 

The agency is the J. Walter 
Thompson Company. 


Explains B&M Stocks 


Burnham & Morrill Company, 
Portland, Me., is using copy in 50 
newspapers to tell consumers that 
the company’s slow-baking pro- 
cess is the reason why B&M baked 
beans cannot be rushed faster 
under war conditions to augment 
the limited supply now available 
to grocers. The campaign will 
continue into spring, with Charles 
W. Hoyt Company, New York, in 
charge. 


ness with big clients. 


ball at all times. 


mission. 


Or—a sales executive 


of this advertisement. 


WANTED 
TWO SUPER SALESMEN 


(Advertising) 


MUST meet some very exacting specifications be- 
cause the situation is unusual, So are the earnings. 
This is a Direct Mail service which is sold only in 
large units to large concerns in the Consumer 
Goods field. Salesmen will probably handle not 
more than three active accounts each. There is no 
problem of entree and we have a definite advan- 
tage over all competition. What we need is two 
more men who are big enough to handle big busi- 


printing is not essential. 
the client’s problem, analyze it and prescribe the 
answer. The salesman must be able to outline the 
campaign and the presentation. Unlimited assist- 
ance will be given but the salesman must carry the 


SPECIFICATIONS: Must have had experience in 
selling (not buying) sales promotion service. Must 
understand the dealer’s problem in detail. Pre- 
ferred age, 40 to 55. Might go below 40 for an 
exceptional man with a proven record in this field. 
There is no opportunity to “learn the business”. 


EARNINGS: Liberal drawing account against com- 
No man who knows the business would 
work any other way. Any applicant who is being 
seriously considered will meet our other salesmen 
and see the record of earnings. 


WHO SHOULD APPLY? Any man who can prove 
consistent earnings of $12,000.00 or more in selling 
a promotion service to big-time accounts and who 
is now ready to graduate to the biggest of its kind. 


who might want to exchange his multiplicity of re- 
sponsibilities for the relatively simple problems of 
personal selling in a life-time situation. 


Headquarters, New York City. 


spend less than one-third of time out of town. Will 
consider a third man to live in Chicago. 


No objection to a blind application through a 
lawyer or other third party provided that sufiicient 
data is given to merit an interview. All letters will 
be delivered unopened to our General Manager and 
will be seen by no one else. Our own salesmen know 


Address “General Manager” 
P. O. Box 1000 
Grand Avenue Annex 
New York 17, N. Y. 


Technical knowledge of 
The job is to understand 


in a similar organization 


Will probably 


“| ence; 


“Positions Wanted,” “ 


cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 

epresentatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge §1. 
other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


POSITIONS WANTED 


PRODUCTION MANAGER — Avail- 
able about February ist. Twenty 
years experience handling every 
phase of magazine, book and job 
work in large volume, letterpress, 
offset, rotogravure and miscella- 
neous processes and services. In five 
thousand bracket. 
Box 4521, ADVERTISING AGE 

330 W. 42nd St., New York City, 18 


TO THE PERSONNEL DIRECTOR 
OF AN ADVERTISING AGENCY 
Do you need an experienced woman 
to maintain general records, market 
data, statistical charting? Good 
mathematician. Seventeen years ex- 
perience, including secretarial work 
with a leading national magazine. 

Highest references. 
Box 4519, ADVRTISING AGE 
330 W. 42nd St., New York City, 18 


ADVERTISING and SALES 
PROMOTION 

Need help in preparing for post-war 
marketing? Draft exempt advertis- 
ing executive, eleven years of suc- 
cessful experience with $20-million 
Chicago manufacturer, has time for 
solving advertising problems of sev- 
eral small or medium size firms. Ex- 
erienced in all phases of advertis- 
ng—planning, production, copy- 
writing, editing house organs, and 
sales promotion. 
Box 4513, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


SPACE SALES EXECUTIVE with 23 
ears successful sales experience on 
eading newspapers and magazines. 
Fully capable of heading sales staff 
or managing branch sales office. In- 
terested in executive sales position 
on national or large sectional, gen- 
eral, farm or women’s magazine or 
their representatives. Prefer area 
Chicago westward. In the forties 
and in condition to exceed best pre- 
vious efforts. Permanent basis only. 
Starting salary $5000 upward. 

Box 4512, ADVERTISING AGE 
100 E. Ohio St., Chieago, 11 


CREATIVE SPECIALIST 
Newspaper display advertising, 
available early February for copy, 
layout, campaigns. Function as one- 
man agency for paper in South or 
Southwest. 

Box 4510, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Production Man with agency experi- 
can scale typography; order 
engravings; electrotyping; printing; 
age 41, draft exempt; Chicago loca- 
tion preferred. 

Box 4509, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


FAMOUS CARTOONIST—Free lance, 
available for advertising and pub- 
lishing, moderate charge ... Bertha 
Klausner, 507 Fifth Avenue, N. Y. C. 


Advertising Salesman, New York 
representative; magazine, trade 
journal, commercial experience, wide 
contacts, successful sales record. 
Box 4478, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


Advertising—Promotion exec. seeks 
immediate, exciting in 
defense organization anning now 
for post-war. Capable writer, co- 
ordinator (methods and media) with 
unusual sales—advertising back- 
ground. Family man (37) draft de- 
ferred. 
Box 4493, ADVERTISING AGE 

330 W. 42nd St., New York City, 18 


A TEAM WORKER 
NOT A PRIMA DONNA 
There’s an important niche in some 
good organization that must be 
filled by a competent, loyal and cre- 
ative young executive seeking a 
permanent place with a definite fu- 
ture. I’m thirty-one years old— 
Protestant—college and legal back- 
ground—several years of sound ex- 
perience in various phases of adver- 
tising and publishing—a top space 
salesman on leading Southern met- 
ropolitan daily newspapers — editor 
and publisher of one of the South’s 
leading weeklies—an able free lance 
writer. If you’re looking for a keen 
student of advertising, publishing, 
promotion, public relations, statis- 
tics, merchandising, marketing, re- 
search and related fields with an 
unusual knack for writing and sell- 
ing as well as creating and develop- 
ing ideas, I’d like to talk with you. 
Several years of successful editing, 
editorial and feature writing will 
also make me valuable to your or- 
ganization. I’m no prima donna— 
I'm a team worker and thrive on 
hard work. Mr. Publisher, do you 
need an able assistant with a good 
business background? Or does your 
business or trade paper need a prog- 
ressive editor with sound, modern 
ideas? Mr. President, does your 
company need an aggressive adver- 
tising manager or a well rounded 
public relations director who is 
adaptable and at home in any com- 
pany? Mr. Ad-man, does your agency 
need an account executive with con- 
nections and ideas coupled with the 
ability to produce business and 
write readable copy? Well, I'm ready 
to show you what I can do—and I 
want to get in the right spot and 
stick. I'm now (details 
on request) but seek advancement 
in a field with a future—which is 
not here. Everything secondary to 
opportunity for advancement com- 
mensurate with abilities. Draft sta- 
tus 3-A and induction extremely 


unlikely. Address: Executive Assist- 
ant, P. O. Box 1345, Knoxville, Ten- 


z 


nessee. 


HELP WANTED 
EXECUTIVE 
Position as Controller open in me- 
dium sized Printing and Publishing 
House in large city upper South. 
Must be over draft age but not over 
forty-five. Prefer man with print- 
ing and publishing experience. Must 
be industrious with a liking for de- 
tails and be able to get along with 
people. Give employment history, 

references and salary expected. 

Box 4479, ADVRTISING AGE 
330 W. 42nd St., New York City, 18 
Radio Time Buyer 
Mid-west office national advertising 
agency needs experienced, capable 
time buyer. Good opportunity for 
draft exempt man or for woman. 

Write fully. 
Box 4517, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
10 COPYWRITERS —agcies., pkg. 
gds. or industrial exp., to $15,000. 
4 ARTISTS—Chego. agcies., 


to $8500. 
SPACE BUYER—Chgo. agcy., $7500. 
RADIO DIRECTOR—Chgo. agcey., 


$7500. 

RADIO ACCT. EXEC.—new business. 

pen. 

PROD. MEN—agcies., to $6000. 

ASST. ADV. MGR.—Ethical drug. 
Chgo., $5000. 

SALES PROM. PROD. MGR.—Chgo., 
$5000+. 


SALES PROM.—Publishing, $5000+. 
ASST. EDIT.—Prod., makeup, $4500+-. 
COPY CONTACT —lIndiana agcy., 
$4000+. 
MKT. RESEARCH—chg. prod., $3900. 
ASST. ADV. MGR.—food exp., $3600. 
TIME BUYER—agcey., $3600. 

FRED MASTERSON 

Sinclair-Masterson Personnel 

310 S. Michigan Ave., Chicago, 11 


ADVERTISING MANAGER 
WANTS BIGGER JOB 


Seasoned industrial adver- 
tising manager, under forty, 
married, draft-deferred, seeks 
larger opportunity. College 
education, twenty years solid 
experience, some consumer. 
Gets along well with superiors 
and subordinates, good organ- 
izer, now head of smoothly 
operating department. Can 
execute well defined policies, 
or help in policy formation. 
Not an engineer, but has dem- 
onstrated ability to grasp and 


interpret complex technical 
products. Well able to man- 
age entire advertising and 


sales promotion activity, or 
would be good division man- 
ager for larger advertiser. In 
present job nearly ten years, 
has pushed it to its limit, now 
ready for a more challenging 
opportunity. Write Box 4507, 
Advertising Age, 330 W. 42nd 
St., New York City, 18. 


ASS’T. AD MANAGER— 
WELL KNOWN CoO. 

Here's an excellent opportunity with 
a war-essential company. Knowl- 
edge of marketing ethical medical 
products and retail drug items es- 
sential. Must be experienced in 
writing of technical copy on such 
products. Plenty of responsibility 
and chance for growth. Send de- 
tails of experience, age, draft status 
and recent photo to: 

G. L. DeBeer Advertising Director 

Bauer & Black, 

Division of The Kendall Company 
2500 So. Dearborn St., Chicago, 16 


A RARE AGENCY OPPORTUNITY 
FOR SOMEONE ON THE WAY UP 
That “someone” should be young, 
man or woman, enthusiastic, capable 
and versatile. Should have some 
agency experience or its equivalent. 
Must be able to write potent copy 
and have working knowledge of pro- 
duction and layout. The agency is 
Situated in a Midwest city. Living 
conditions are exceptional and ad- 
vertising is a green pasture. It is a 
new agency with substantial clients 
and already going places, fast. Ba- 
sic salary and participating arrange- 
ment for the right person. Tell all 
about yourself in your first letter. 

Box 4470, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 

ADVERTISING COPYWRITERS 
Successful medium-sized Chicago 
agency, leader in its field, wants ex- 
perienced men or women copywrit- 
ers. If you have proven ability, 
write us a letter giving references, 
experience, draft status and starting 
salary. 

Burton Browne Advertising 
150 East Superior, Chicago, 11 


Opportunity for two advertising men. 
One with experience in the indus- 
trial and machine tool field. Ability 
to write advertising and editorial 
copy and do creative work on tech- 
nical accounts required. Also an ex- 
perienced copy man for general ac- 
counts; must be fluent writer and 
understand production. One of these 
positions will be with well estab- 
lished Ageney serving several na- 
tionally known advertisers and the 
other opening may be with one of 
clients. All inquiries will be held 
in strict confidence. 


Box 4498, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
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HELP WANTED 
Established Business Paper, 
in its field, has opening for Capable 
advertising representative ii th 
Mid-west. Write giving full partie. 
ulars as to education, experienc 
draft status and compensation 
sired. All replies confidential. 

Box 4516, ADVERTISING AGE 
100 E. Ohio St., Chicago, 1] 
We need a man who has a back 
ground of publicity or advertising 
work in the metals field, who knows 
advertising production and is capa. 
ble of interviewing industria! cop. 
cerns for factual stories. Our crow. 
ing publishing organization ffers 
the right man a desirable connection 
with an increasing salary arrange. 

ment. 
Box 4514, ADVERTISING AGRE 
100 E. Ohio St., Chicago, 11 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Th, 


Copywriter for large newspaper syn. 
dicate and press association work. 
Experience in this field preferreg 
Principal requirements: ability to 
ae challenging copy and create 
eas. 
Box 4520, ADVERTISING AGE 
330 W. 42nd St., New York City, 1g 


Man or woman writer; must have 
both advertising and hotel experi- 
ence. State experience and salary 
requirement. 

Box 4506, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


ADVERTISING 
ORDER MANAGER 
Agency or publishing experi- 
ence necessary. Brilliant op- 
portunity for young executive. 
Qualified to assume full 
charge of department receiv- 
ing, executing and billing ad- 
vertising orders for magazine 

insertion. 

Mr. Morganroth 
Ziff-Davis Publishing Company 
540 N. Michigan Ave. 
Chicago, 


REPRESENTATIVES AVAILABLE 


WANT MORE BUSINESS IN EAST? 
Sold 116 new accounts in 1943 for 
one publication. Can take on an- 
other. State particulars. 

Box 4508, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


Ohio—West Virginia 

Western Pennsylvania 

HAROLD L, STUART 
Publishers’ Representative 


Business and Trade Papers 
Room 523—1836 Euclid Ave. 
Main 9357 


MISCELLANEOUS 


Order “Krom-a-Tone” post cards to- 
most economical way 
Samples 
and prices on request. Graphic Arts 


day. Newest, 
to display any product. 


Photo Service, 
Ohio. 


GAMR Offers Service 


Box 365, Hamilton, 


Graphic Arts Market Research, 
a division of the Graphic Arts As- 
has made 
available nationally its full post- 
war research service. The service 
supplies studies and case histories 
pertaining to the graphic arts field 
and suggests business trends af- 
Information 
is obtainable from the Chicago of- 
fice, 105 W. Monroe St., or from 


sociation of Illinois, 


fecting the industry. 


local graphic arts organizations. 


Time OFF 


decorated rooms with .. 
radio and bath (tub . 
and shower) . . from 


New York’s most 
glamorous night 
club. Excellent 
banquet and meet- 
ing facilities. 


CARL F. JOHNSON, MGR. ae 


DIRECTION: EMIL H. RONAY 


LEXINGTON AVE. at 49th ST., NEW YORK 


Cleveland 15, Ohio 


your hands! 


The Belmont-Plaza’s con- 
venient mid-town location 
will save you valuable 
time and energy. Only 3 
blocks from Grand Central. 
A few minutes’ walk to the 
smart 5th Ave. shaps, close 
to leading theatres—a de- 
sirable, distinguished ad- 
dress. Hotel now under new 
management. 800 newly- 
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of Wartime Ads 
Made by FIC 


Washington, D. C., Jan. 13.— 
Wartime activities of the FTC, in- 
cluding a careful review of adver- 
tising to determine whether it 
misrepresented wartime problems 
or merchandise and conformed to 
the voluntary censorship code, 
were described to Congress in the 
annual report of the Commission 
released today. While the govern- 
ment has no regulations requiring 
advertisers to support information 
programs, the commission ex- 
plained that at the request of war 
agencies it has been studying all 
advertising containing pertinent 
references to war production, price 
rises or trends, rationing, priori- 
ties, public health, rubber and 
selected material. 

The Commission has also made 
reports on advertisements urging 
the public to “buy now” or con- 
taining statements that materials 
are scarce, that the quality of new 
materials offered for sale is equiv- 
alent to or better than merchan- 
dise formerly offered. 

These studies were submitted to 
WPB, OPA and other agencies in- 
volved, the Commission explained, 
while other advertising matter 
which violated the voluntary cen- 
sorship code was referred to the 
Office of Censorship. 


Many Publications Studied 


These special studies of wartime 
advertising were based in a large 
part on the normal survey of com- 
mercial advertising involving 2,291 
editions of representative newspa- 
pers and 1,452 editions of maga- 
zines and farm and trade publica- 
tions. Altogether, the Commission 
reviewed 339,246 advertisements, 
of which 25,949 were noted as con- 
taining representations “that ap- 
peared to be false or misleading.” 

Noting “a desire on the part of 
broadcasters and publishers to aid 
in the elimination of false and 
misleading advertising,” FTC re- 
ported that it has sent contact let- 
ters to advertisers in 307 cases and 
to advertising agencies in 22 cases 
during the year. As a result, 109 
cases were settled by stipulation. 

A total of 327 cases was disposed 
of by various means, 155 being 
settled on receipt of reports or 
other evidence showing compli- 
ance with previously negotiated 
stipulations, while another 137 
were closed without prejudice. 

During the year, FTC issued 212 
formal complaints of which 132 
charged false and misleading rep- 
resentation in advertisements or 
on labels. Of these 44 concerned 
the therapeutic value of medical 
preparations and devices; 34 al- 
legedly misrepresented origin, 
quality, price or style of products; 
seven involved possible harmful 
effects of cosmetics, and six alleged 


Did you miss 


SiR ARCHIBALD CLARK 


misrepresentation in the sale of 
cigarets and tobacco products. 

An analysis of questioned adver- 
tising assembled and reviewed by 
Commission investigators covered 
2,362 commodities, 80.9% of them 
in the field of food, drugs, devices 
and cosmetics. Drugs accounted 
for 48%; cosmetics, 17.1%; human 
food, 9.7%, and animal food, 4.1%. 

Among the miscellaneous prod- 
ucts making up the remaining 
19.1%, specialty and novelty goods 
were 2.6%, while automobile, 
radio, refrigerator and other dura- 
ble goods, home study courses, to- 


bacco products and gasoline and 
lubricants all accounted for frac- 
tions of one per cent. 

During the year, the Commission 
received copies of 940,750 commer- 
cial broadcast continuities and 
examined 1,045,484 continuities 
totaling 2,108,289 pages. 

The Commission reported that 
it had completed gathering infor- 
mation for its reports on distribu- 
tion methods and costs, the first 
part of which, devoted to impor- 
tant food products, has already 
been published. A second portion, 
on wearing apparel, carpets and 


rugs, will be released soon. Three 
further sections of this report are 
still to be assembled, one covering 
building materials,-another petro- 
leum products, automobiles and 
tires, and electrical household ap- 
pliances, and the final section on 
advertising as a factor in distri- 
bution. 


Gude Joins Art Agent 


John G. Gude, assistant director 
of station relations, CBS, has re- 
signed to join Thomas L. Stix, 
New York, artists’ representative. 


47 
Reed Joins Blackett 


Frank Reed, formerly with Wil- 
liam G. Rambeau Company, Chi- 
cago radio station representative, 
has been named media director of 
Hill Blackett & Co., Chicago. Pre- 
viously, he was with Stack-Goble, 
former Chicago agency. 


Helfrich to ‘News’ 

O. L. Helfrich has been named 
eastern advertising manager of 
the United States News, with head- 
quarters at 30 Rockefeller Plaza, 
N. Y. 


BOSTON’ 


THIS LITTLE BUDGET 
WENT TO THE 
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Newspapers Need 
Paid ‘President,’ 
Evans Maintains 


Chicago, Jan. 14.—Charging the 
Federal Communications Commis- 
sion with unfairness in refusing to 
consider applications for radio 
licenses by newspapers, Silliman 
Evans, publisher of the Chicago 
Sun, told the National Council of 
Professional Education in Journal- 
ism tonight that the newspaper 
industry needs a full-time presi- 
dent at? $75,000, to $100,000 a year 
to present its claims properly in 
this and other fields. 


‘Unique Discrimination’ 


“I entirely agree with the pol- 
icy of the FCC that newspapers 
now owning radio stations should 
not be disturbed,” he said. “But 
I contend that to say to all non- 
radio newspaper applicants that 
we have called two strikes on you 
is inimical to public interest and 
a discrimination unique in Ameri- 
can life. 

“This policy is not cut out of 


whole cloth by bureaucratic Wash- 
ington. It results from the lassi- 
tude of the newspaper publishers 
as a united group in failing to mo- 
bilize their forces in behalf of the 
right of American newspapers to 
furnish news to the American 
public by every proper method. 

“IT protest the policy of the FCC 
in its discrimination against the 
non-radio owning newspapers.” 

The Chicago publisher pointed 
to the vast strides in advertising 
made by radio, and said that 
unless last year’s figures reverse 
those of 1942, newspapers are no 
longer the primary advertising 
medium. In 1942, he pointed out, 
radio received $164,905,000 in na- 
tional advertising, against the 
newspapers’ $143,267,000. Com- 
pared with 1929, radio increased 
its revenue 780%, while newspa- 
pers lost 44.9% and magazines 
7.9%. 

Because of bungling in handling 
the radio, newsprint and other 
important situations, he said, the 
newspapers should now equip 
themselves with a managerial head 
who would be capable of organiz- 
ing and executing policies which 
would bring the newspapers back 
to their former position. 


Marketers Elect 


Green President 


Boston, Jan. 12.—Howard Whip- 
ple Green, Cleveland Real Prop- 
erty Inventory, has been elected 
president of the American Market- 
ing Association, succeeding Albert 
Haring, School of Business, Indiana 
University, Bloomington, Ind. 

Other officers elected were: Don- 
ald M. Hobart, Curtis Publishing 
Company, Philadelphia, and 
Franklin R. Cawl, Arthur Kudner, 
Inc., New York, vice-presidents; 
Arthur P. Hirose, McCall Corpora- 
tion, New York, treasurer; and 
Ross M. Cunningham, Massachu- 
setts Institute of Technology, 
Cambridge, Mass., secretary. Di- 
rectors elected for 1944-45 were 
Robert T. Browne, Pillsbury Flour 
Mills Company, Minneapolis; 
Clyde W. Phelps, University of 
Chattanooga; and C. H. Sandage, 
Harvard Business School. 


Joins Goldman, Gross 
Barbara Brown, formerly with 
Aldens Chicago Mail Order Com- 
pany, has joined the copy staff of 
Goldman & Gross, Chicago agency. 


KFH 


Pictured are Jerry Kent Hill and Jimmy Kent Hill, bright-eyed 
twin sons of Mr. and Mrs. Kent Hill.—Hall-Gentry Studios. 


Everything Goes DOUBLE in wichita: 


...in babies, and in sound, solid sales gains. 
Wichita is first in the booming Southwest 


with more than $16,000,000 in retail sales 
monthly; second in the entire nation in record- 


breaking sales increases! 


And, Wichita’s 


fabulous aviation industries will stick in the 
global progress of air transport with the 


return of peace. 
reasons, all, to Stick to 
That Selling Station in 


Good 


Kansas’ richest mar- 


ket. 


KFH 


Radical Changes 
Seen in Postwar 
Merchandising 


(Continued from Page 1) 


World War I price controls were 
dropped almost immediately after 
the Armistice, resulting in a rapid 
rise in prices and wages. 

Fully 40% of the total inflation 
of this period took place after the 
cessation of hostilities, he said, 
adding that to avoid a similar re- 
currence it will be necessary to 
exercise government controls even 
when the war is won. 


Surpluses Could Ease Shock 


Don G. Mitchell, vice-president, 
Sylvania Electric Products, empha- 
sized that the government should 
dispose of its surplus stocks in a 
way that would help the conver- 
sion to a peacetime economy, 
thereby easing the marketing job 
which industry faces. 

Predicting that in the postwar 
period department stores will op- 
erate on smaller markups, with 
jobbers and distributors operating 
on shorter discounts, he said in- 
dependent retailers will learn to 
operate on narrower margins and 
chain store merchandising will 
again grow by leaps and bounds. 

William J. Moll, executive of 
Geyer, Cornell & Newell, pre- 
dicted that $28,000,000,000 will be 
spent by U. S. families for major 
articles, and by retailers, distribu- 
tors and restaurants for property 
improvements, within six months 
after the war’s end. About 64% of 
the families intend to spend $20,- 
000,000,000 for one or more major 
articles, he said; 41.3% of the re- 
tailers and distributors plan to 
spend $6,647,000,000 for property 
improvements, and from 45.5% to 
89% of the restaurants will spend 
$1,253,000,000 for various kinds of 
new equipment. 

“All this will be transmitted 
back to factories to employ men 
to turn out the products to replen- 
ish the shelves of local stores and 


-.|to supply the local service busi- 


ness,” Mr. Moll said. “And this 
one phase of postwar economy will 
cause expanded plant capacity to 
be utilized, raw materials to be 
used, and men and women to be 
employed.” 


Providing Jobs Big Problem 


The major issue confronting the 
American people during the tran- 
sition from a war to a peace econ- 
omy will be the absorption into 
peacetime activity of many mil- 
lions of men and women released 
from the armed services and war 
production, Donald H. Davenport, 
chief of the employment and oc- 
cupational outlook branch, bureau 
of labor statistics, U. S. Depart- 
ment of Labor, told the group. - 

“Manufacturing,” he said, “faces 


war peak employment of around 


even under favorable circum- 
stances, with tremendous cuts in 


building, and machinery and ma- 
chine tools. Government employ- 


from 6,000,000 to about 4,000,000. 
On the other hand, we can look for 
expansion in trade, construction, 
finance, services, and the proprie- 
tor and self-employed group.” 

He said speedy reconversion and 
expansion of civilian manufactur- 
ing would be encouraged by the 
accumulation during the war of 
deferred demand and liquid sav- 
ings, but that the actual rate would 
also depend on a number of other 
considerations, including. policies 
as to disposal of government war 
plants and surplus inventories, 
speed of settlement of war contract 
obligations, business taxes, and 
adequacy of capital and credit fa- 
cilities. 

Sees Need for Training 


Dr. Paul H. Nystrom, professor 
of marketing, Columbia Univer- 
sity, asserted that in the future the 
planning and execution of market- 
ing policies, the performance of 
advertising and selling, “even in 
their routine phases, is going to 
call for an increasing scientific 


background and thorough train- 
ing.” 


the largest total decline, from aé 


17,000,000 to perhaps 13,000,000) 
such industries as aircraft, ship-' 


ment is slated for a big cut back,) 
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Autos This Year’ 
een; Lift Ban on 
Tin Can Products 


(Continued from Page 1) 


warned that it would be some time 
before cans resumed their normal 
place in packaging. 

M-81 increases the 1944 allot- 
ment of steel for the manufacture 
of cans for civilian use by an esti- 
mated 350,000 tons over 1943, and 
an even more generous quota is 
hooked for in February. The order 
permits packing a long list of pre- 
viously banned items in cans, all 
on a quota basis. Included in this 
list are alcohol, anti-freeze, in- 
fammable cleaning fluid, lemon 
juice, liquid disinfectants and 
deaners, lubricating oils, motor 
vils, polishes and waxes, shellac, 
varnish, paints, syrups, corned 
beef, baked beans, orange juice, 
etc. In addition, steel has been re- 
leased for packing beer and salted 
muts for shipments to the armed 
forces overseas. 


Auto Makers Get Optimistic 


In Detroit, auto makers, whc 
have hitherto stressed the tremen- 
dous difficulties of reconversion tc 
ivilian auto production, became 
xceedingly optimistic with re- 
arkable suddenness. Automotive 
ews asserted that “the consensus 
of leading producers” was that 
here would be new civilian cars 
before the end of this year, “fol- 
lowing an off-the-record statement 
by the president of a large Detroit 
auto plant, who predicted that the 
go-ahead signal might be flashed 
by March 1 with allotment of ma- 
rials for limited production 
der the CMP plan.” 

This unidentified spokesman 
said it would take about six 
onths from that date to get into 
actual production. According to 
Automotive News, “several other 
anufacturers were in agreement 


on 1944 production,” but based 
their hopes on termination of the 
European war in July, after which 
civilian production could be re- 
sumed, according to their esti- 
mates, in three or four months. 

“One official triumphantly pre- 
dicted that his company’s 1945 
model would be out in November,” 
the paper said, adding that “the 
president of a large Detroit plant” 
predicted quotas will be assigned 
on the basis of each company’s 
average production in the four 
years preceding the war, and that 
production of about 30% of this 
four-year average would be per- 
mitted. 

The industry’s optimism stems 
principally from the fact that 
4,600 civilian cars are wearing out 
daily, Automotive News said, with 
the result that the nation’s car 
pool is rapidly approaching the 
20,000,000 figure which is consid- 
ered bedrock. 


Others More Cautious 


This sudden optimism was ap- 
parently not shared by other 
manufacturers. For example, elec- 
tric refrigerator makers, long ex- 
pecting to be among the first con- 
sumer durable goods producers to 
swing back into civilian produc- 
tion, were told by WPB that Sept. 
1 looks like the earliest date at 
which they can get started, and 
that production will be on a very 
limited scale, with most of the out- 
put initially going to hospitals and 
institutions. 


Join Duane Jones 

Joseph Scheideler, vice-president 
and a director of Tracy-Locke- 
Dawson, New York, for the past 
five years, and Gardner F. Johnson, 
formerly national sales promotion 
manager for Calvert Distillers Cor- 
poration, New York, have been 
named account executives of the 
Duane Jones Company, New York. 

Jones has been named by Me- 
gowen Educator Food Company, 
Lowell, Mass., for all distribution 
outside of New England; Wesson 
Oil & Snowdrift Sales Company, 
New Orleans, for Quik - Blend, 
Tavol and MFB; and C. H. Mussel- 
man Company. 


IS ADDITION to the already established outstanding circulation 


in the Independent automotive dealer field, Automotive Digest 
now gives you added circulation that has been selected and cer- 
tified by leading automotive jobbers. 


Lists of independent dealers were supplied to jobbers with in- 

| structions to cross off any that were not active buyers of parts, 
equipment, and supplies. After the jobber completed the weed- 
ing-out process, he had a list of active buyers which are now 
added to Automotive Digest’s leading circulation in the field that 
produces 80% of all automotive service work. 


Now is the time to cement your 


Automotive Digest. Write for 
complete details. 


relations with the greatest of all 


automotive service markets, the independent dealer — through 


the new 8-page booklet giving 


AUTOMOTIVE DIGEST 


Cincinnati 10, Ohio 


brands, 


effect. 


Small Brewers 
Weigh National 
Beer Brand Plan 


Chicago, Jan. 12.—A plan for 
small and medium size brewers to 
market nationally a premium beer, 
while maintaining their own local 
was offered to brewers 
attending the annual meetings of 
the Brewing Industry Foundation 
and the United States Brewers 
Association here this week. 

Numerous brewers were 
thusiastic” about the plan, accord- 
ing to David B. Gibson, publisher 
of the Brewers Journal, Chicago, 
who said a meeting would be held 
in Detroit to perfect an 
organization to put the plan in 
Called the Masters’ System 
of Laboratory Control, Inc., it was 
presented to the brewers by Liv- 
ingstone Porter Hicks, owner of 
the Detroit agency bearing his 
name and president of Koppitz- 
Melchers, Inc., Detroit brewer. 

Brewers attending the two meet- 
ings were told that no early alle- 
viation of the beer shortage 
foreseen. 


“en- 


is 
Unless more severe re- 


strictions are imposed, however, 
the brewers in 1944 should be able 
to produce a little more beer than 
in 1943. 

Continuation in 1944 of the in- 
dustry’s “self-regulation program,” 
with “vigilance over our wholesale 
and retail outlets” was urged by 
speakers. 

Christian H. Zoller, secretary of 
C. Schmidt & Sons, Philadelphia, 
was elected chairman of the Foun- 
dation, and Herbert J. Charles, 
vice-president and general man- 
ager of the Theo. Hamm Brewing 
Company, St. Paul, was reelected 
president of the association. 


Three Join Grant 


P. Wesley Combs, vice-president 
of William Esty & Co., and one of 
the founders of that agency, has 
joined Grant Advertising, New 
York, as a vice-president. Before 
joining Esty in 1932 he was man- 
ager of advertising and sales pro- 
motion for Genera! Motors. 

Also joining the Grant agency 
from the Esty staff are Harry Hol- 
combe and Thomas Lynch, both 
from the radio department. Mr. 
Holcombe will be radio director 
and Mr. Lynch director of media. 


NBC Promotes Gaines 


James M. Gaines, who went to 
NBC in 1942 from the Automobile 
Merchants Association, has been 
appointed assistant advertising and 
promotion director, working under 
Charles P. Hammond, recently 
named head of these departments. 


N. M. Mathews Named 


Neilson M. Mathews, vice-presi- 
dent and general manager of Farm 
Journal, Philadelphia, has been 
named advertising director of 
Pathfinder. His new duties will 
be in addition to his present ones 


at the Farm Journal, which re-- 


cently acquired the Pathfinder. 


WE WANT AN 


ARTIST 


WITH LAYOUT EXPERIENCE 
This Ohio advertising agency has a 
fine opening for the right man. If 
available, send outline of experience, 
draft status and salary expected. 
Write Box 4522, ADVERTISING 
AGE, 100 East Ohio Street, Chicago. 


Count on the Agricultural South ... 


For three straight years Southern farmers 
have “done the impossible” and this year, 
with food and feed goals still higher, they'll 
do it again. Over and over Southern farm- 
ers have demonstrated their capacity to 


come through. 


During the last decade, the Agricultural 
South has come into its own. Today, while of 
course it faces problems of labor, problems 
of equipment, and so on, these problems 
are faced with grim determination to do 


the job. 


is read by 2 out 

of every 5 white 

farm families in 
the South. 


tural South. 


Yes ... you can count on the Agricul- 


And you can count on the Southern 
Agriculturist, too, whether you’re thinking 
in terms of today’s market or the market 


after the war. This 76-year old farm paper 


reaches nearly a million families who are 
doing the big production job which is so 
important in America’s huge war effort. 


To this large, vital audience, Southern 
Agriculturist’s contents are always impor- 


tant, always interesting, always helpful. 
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Million for 
Is Foote, Cone 
& Belding Record 


(Continued from Page 1) 
return to the helm of super-sales- 
man A. D. Lasker. 

Days lengthened into weeks, and 
weeks into months, but miracu- 
lously, nothing happened. A. 
Lasker did not reappear on the ad- 
vertising scene; Lord & Thomas 
clients, with surprising unanimity, 
went along with the new agency, 
and stayed there; there were no 
dramatic changes in personnel. 
Nothing much happened, except 


Powerful 


RPORATION 


that as the year waned, even the 
mecst conservative agency man or 
space salesman came to the reluc- 
tant conclusion that he had better 
forget about Lord & Thomas and 
A. D. Lasker, and learn to say 
“Foote, Cone & Belding” without 
stumbling over the name. The new 
agency, born to full manhood, was 
obviously here to stay. 


Third Largest U. S. Agency 


Last weekend the three princi- 
pals converged on Chicago to re- 
view a remarkable year, to look at 
the future. They had the satisfac- 
tion of knowing that they had 


D.| achieved a new distinction in the 


advertising business. They had 
confounded the prognosticators 
and the new-business men of other 
agencies. They also had more tan- 
gible reasons for good cheer. For 
example: 

1. They had billed just a shade 
under $27,500,000 in their first 
year of operation, an unprece- 
dented figure for a new agency— 
enough to make them America’s 
third largest advertising agency, 
and according to estimates in the 
trade, about $2,500,000 more. than 
Lord & Thomas had billed in its 
last year. 

2. They had on their books at 
year’s end every client who was a 
client of Foote, Cone & Belding on 
Jan. 10 of last year, with the ex- 
ception of three accounts which 
they had voluntarily relinquished. 
3. They had added during the 
year four new accounts, among 
them an important portion of the 
giant Campbell Soup business. 

4. They had completed their 
crucial first year with practically 
no defections on the part of their 
executive staff—with a stability of 
internal organization rare even 
among long-established agencies. 


No Formula Developed 


How did they do these things? 
Why, they just did them, that’s all. 
No formula, no tricks; just a busi- 
ness-like operation and the provi- 
sion of an agency service which 
recognizes that the sole aim of an 
agency is to help its clients sell. 

On the subject of the ownership 
of the agency, Messrs. Foote, Cone 
& Belding say categorically that 
the agency is theirs, for better or 
for worse, and there are no secret 
treaties or agreements with any- 
one. As Emerson Foote declaimed, 
to the accompaniment of vigorous 
nods of assent from his partners: 

“We might as well lay this ghost 
definitely. Lord & Thomas was 
dissolved. Mr. Lasker has retired. 
There is no particle of connection 
between the old agency and the 
new. There were no hidden strings 
on the deal. There is no Lasker 
money in Foote, Cone & Belding, 
no client nionéy, no secret agree- 
ments.” 


Clients, But No Contracts 


Lord & Thomas had no contracts 
with its clients, with the exception 
of routine billing and cost agree- 
ments. Foote, Cone & Belding has 
no contracts with clients, either, 
and never will have any, accord- 
ing to the partners, who say that 
any one of their clients can with- 
draw his advertising from the 
agency whenever he likes. If or 
when mutual trust is lost, the 
agency-client relationship ceases to 
exist, and no “piece of writing” 
will bring it back, the partners 
believe. 


Three Different Personalities 


The men who head the new 
agency obviously think well of 
each other, and get on well, al- 
though they are three distinctive 
types. Foote, who is president of 
the company and in charge of the 
New York office, is the only one of 
the trio who might be classified by 
the casual observer as “a typical 
agency executive.” He is tall, well- 
built, impeccably dressed, suave, 
and a polished conversationalist. 
Strangely enough, he is the only 
one of the three who does not 
boast a college degree. 

Belding, the eldest of the three, 
is also the veteran in point of 
agency service. He is the “typical” 
business man type—approaching 
middle age, not too fussy about 
his appearance, a doer rather than 
a talker. Cone differs from both. 
An open-handed, hater-of-fuss- 
and-feathers type, he says what he 
thinks, makes no pretensions to 
grandeur, and is definitely one of 
the boys. 

Three things they have in com- 


mon: They are all natives of the 


Emerson Foote, Fairfax Cone and 


Don Belding look over the record. 


UNUaTYy 17, 


ter he was moved to New York 


tee of the new agency. 
Autos, Statistics and Copy 


in California. 


Chrysler - Maxwell 
where he did statistical work, 


West Coast, and all spent their 
youth and most of their working 
life out there; they all became, as 
“Fax” Cone put it, “account 
handlers through the creative side 
of agency work—none of us 
started out as account executives”; 
and they all have a passionate be- 
lief in the importance of creative 
advertising effort, with as few 
frills and folderols as possible. In 
this latter respect, they follow 
wholeheartedly in the footsteps of 
Mr. Lasker, who frequently made 
it clear that he believed an 
agency’s function was to sell the 


with as little distraction and ex- 
traneous effort as possible. 

Don Belding began his business 
career in his native Oregon after 
the last war, in.which he was an 
artilleryman. He finished his 
studies at the University of Ore- 
gon, and then ran the Western 
Union telegraph office in Klamath 
Falls, Ore. The struggling Klam- 
ath Falls News requiring a pub- 
lisher, Mr. Belding jumped right 
in, convinced that his metier had 
been found. But illness interfered, 
and after a year in a government 
hospital the erstwhile publisher 


ment training program for vet- 
erans. 


Joined L&T in 1923 


This was in 1923, and the “train- 
ing program” consisted of a job at 
Lord & Thomas, where his initial 
starting salary was $0 a month. 
Within a short time, he was on the 
L&T payroll at $65 a month, and 
having hurtled this obstacle, the 
rest was easy. He moved ahead in 
successive steps, becoming mana- 
ger of the Los Angeles office in 
1938 when Don Francisco moved 
east to become L&T’s president 
and later acquiring the title of ex- 
ecutive vice-president. 

He has been active in numerous 
civic and business enterprises on 
the coast, is a past president of 
Pacific Advertising Association, 
and probably the leading figure in 
advertising on the coast. He has a 
son in the Navy, a daughter 17, 
and next to working likes best to 
sail a boat. 


Cone an Artist 


Fax Cone was born in San 
Francisco in 1903, and entered the 
University of California with the 
idea of being a professor of Eng- 
lish, after an assortment of experi- 
ences which included an attempt 
to join the Navy during the first 
world war, when he was a scant 
15, and a successful attempt at be- 
ing a merchant seaman. He liked 
being a seaman, and visting far 
places, but his father didn’t, and 
one day, as he tells it, “My dad 
came down and put me in college.” 

His desire to stay in academic 
halls melted under a new-born 
ambition to get married, a career 
in which he figured he might need 
some money, so on graduation he 
went to work in the promotion de- 
partment of the San Francisco Ex- 
aminer as an artist and copy man. 
One of the local agencies evidently 
was impressed with his artistic 
prowess, because it wasn’t long 
before he was offered a job as art 
director. But by that time he had 
decided that he preferred writing 
to drawing, and so in 1929 he 
asked the local office of L&T for 
a job as a writer, and got it. 

He worked principally on travel 


accounts, and still remembers with 


pleasure that one year he spent an 
exceedingly wonderful six months 
in the Orient, picking up atmos- 
phere and copy material. In 1939 
he was made manager of the San 
Francisco office and two years la- 


ing was on him. 


L&T would have none of him, 


Advertising 
charge of creative work. In May 
1942, he moved to Chicago as head 
of the creative department, in No. ¥ 
vember was made executive vice, 
president and manager of th 
office, and in December became 
chairman of the executive commit. 


Emerson Foote, the youngest of 
the trio—he’s 37—also grew y 
He began his rapid 
rise up the ladder of agency succegg 
by wangling a job as teller in gq 
building and loan association jy 
Los Angeles at a very tender ager 
moving from there to the locg 
distributor 


He was elected secretary of the 
Western Statistical Association aft 
the youthful age of 21, and is sti 
not sure that he isn’t more proud#é 
of that accomplishment than any. 
thing he’s done since. He stayej 
in the automobile business with 
the local Chrysler-Plymouth dis- 
tributor, but the mark of advertis- 


He decided to offer his services 
to Lord & Thomas’ local office, but 
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products or services of its clients, | - 


went to Los Angeles on a govern- |: 


— Ig 
r hundreds of communities today, blueprints are 
being made for post-war “‘work piles” —jobs to 
await Johnny and Mary when they come — 
home ... The Rotarian magazine is urging suc 
action in 3,600 American cities and towns . . . Since 
months before Pearl Harbor, each issue has been 


I 
ave with articles on some vital phase of post-war 
planning . . . by leading thinkers. 


This year a No. 1 project of The Rotarian is pro- 
moting “work piles.” Each month to 170,000* civic- 
minded readers are brought pertinent facts and 
suggestions for preparing for the post-war period. 
Widely quoted articles on “how to do it” are ad- 
dressed to capable men of action . . . owners and 
partners, presidents and general managers, key pro- 
fessional men . . . the very men you find on city 
councils, school and hospital boards, in wartime 
activities .. . the community leaders. 


Busy as they are these men make time to read and 
use The Rotarian. That’s why post-war plans begin 
here—in the community, with The Rotarian. And 
that is why The Rotarian is the logical medium now 


for your post-war advertising messages. 


FREE... . “How Leaders in 3,600 American Com- 
munities Are Helping to Build Up a Post-War Work Pile” 
contains selected articles telling how small and large cities 
are pre aring their blueprints se tomorrow. It’s a 20-page 
mphlet full of timely information of special interest to 
iness and community leaders. A copy will be sent you 
on request, without obligation. Just write to... 


Kotarian 


35 East Wacker Drive, Chicago 1, Illinois 
*176,766 ABC circulation, June, 1943—now higher 
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Advertising Age, January 17, 1944 


he launched his agency career in- 
ktead with Leon Livingston Ad- 
ertising Agency, where he did 
opy and research. Along about 
1934, he went into business for 
himself, as a partner in Yeomans 
Foote. San Francisco agency 
yhich went out of business last 
ear, when Yeomans died. 


Getchell Read an Ad 


In 1936 he wrote an ad for the 
ocal Plymouth distributor. It was 
uring that hectic period when 
ong-starved merchants were in- 
iting ex-servicemen to spend 
heir new bonuses for this, that 
Hind the other. Mr. Foote’s ad said: 
Why doesn’t someone suggest that 
he veterans keep their bonus 
njoney?” J. Stirling Getchell, 
andling Plymouth national copy, 
ead the ad (“‘Getchell was always 
ading ads”) and furthwith of- 
tered the West Coast youngster a 
ob in New York. 

Foote, with his eye on the main 
hance, took the job, even though 
‘it offered less money than he was 
‘Bnaking in San Francisco (“I was 
piways stepping down to get a bet- 
mer opportunity,” he explains). At 


etchell he did a variety of things 


and finally got to be a general ex- 
ecutive. 

In 1938, still stepping down to 
seize a new opportunity, he joined 
the New York office of L&T as 
assistant account executive, mov- 
ing up in rapid succession to ac- 
count executive, vice - president, 
member of the board, executive 
vice-president. 


No Media Accounts Accepted 


The new agency has introduced 
only one innovation: it has adopted 
the policy of not handling any 
form or type of media promotion. 
It has no quarrel with agencies 
which handle media advertising, 
and no holier-than-thou attitude, 
but for themselves the partners 
agree that they will handle no 
such business. It was as a result 
of this decision that the National 
Broadcasting Company and Blue 
Network account was_ resigned 
early last year, one of the few ac- 
counts which Lord & Thomas had 
at the end of 1942 which is not 
now placed by Foote, Cone & 
Belding. 

Other accounts which the agency 
has resigned—and the partners in- 
sist that resigned is the word, are 


Schenley Distillers and Sunnyvale 
Packing Company, which was re- 
signed when Campbell Soup came 
into the fold. 


Add Four Accounts 


In addition to the Jack Carson 
coast-to-coast show for Campbell 
Soup which the new agency has 
added during the year, other new 
accounts are Majestic Radio, Sun 
Harbor Packing Company, San 
Diego, second largest tuna packer 
in the country, and Consolidated 
Steel Corporation. 

There is no distinctive Foote, 
Cone & Belding style of advertis- 
ing, and the members of the firm 
—all, by the way, are equal share- 
holders in the corporation—are de- 
termined that there shall be none. 
They look on advertising as a 
business, with no magic formula 
for success which can be used with 
equal facility by all clients. Each 
client gets his own group atten- 
tion; there is no “creative depart- 
ment” as such, and each client’s 
advertising is planned, developed 
and executed by a team working 
on that account alone, or perhaps 
on two accounts, with contact on 
broad general policy and plans 
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60,000 


for your sales outlets. 
M QUALITY readership, we can also 
ANTITY circulation. 
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PRESS RUN 


fainly, with the war taking a favorable 
", this is the proper time to start re-estab- 
ing friendship with our readers—another 
Notwithstanding 


Postwar competitive battles will be 
won by getting the right supplies to 
the right spot at the right time! 


YOUR FIELD COMMANDERS 


—the radio and electronic technicians, 
servicemen, and dealers, have been 
waiting and waiting these long war 
years for replacement parts and sets. 
They are always hungry for news of 
what is available, or at least, of what 
you manufacturers are doing. Eagerly 
they search the pages of RADIO- 
CRAFT—their main source of infor- 
mation. 


The radio or electronic manufacturer 
who has no merchandise to offer at this 
time might well keep in the good graces 
of his outlets, by maintaining contact 
through RADIO-CRAFT—the leader in 
this highly concentrated field. 


A READERSHIP THAT TOPS ’EM ALL! 


We wish you could be with us while we open the in- 
coming mail. You would see how these technical mid- 
dlemen—the very ones you will be seeking again for 
your “sales representatives”—appealing to our editors 


for help on this or that problem. Some ask for the 
latest “dope” on technical developments—some re- 
quest information on parts, others send in notes and 


offer 


suggestions which we print for them. 


The picture you would get is that your future sales out- 
lets regard RADIO-CRAFT as virtually their own pub- 
lication. As a matter of fact, they are inclined to feel 
slighted if a manufacturing supplier does not keep 


them informed through their favorite medium. 


DIO-CRAFT, 25 WEST BROADWAY, NEW YORK 7, N. Y. 


with other top agency executives. 

The agency has no headquarters 
office, either, although it is in no 
sense a “federation”.of independ- 
ent agencies, and top executives in 
all offices frequently work on 
planning. a single account. At 
present the staff numbers 525, 
with 91 on the West Coast and the 
remainder fairly evenly divided 
between the New York and Chi- 
cago offices. Its business is almost 
equally divided between radio, 
Magazines and newspapers, except 
for 7 or 8% of the billing which 
goes into outdoor, car cards and 
other media. 


Has Many Radio Shows 


Its radio shows include Bob 
Hope for Pepsodent; Your Hit 
Parade, Your All-Time Hit Parade, 
and Kay Kyser for Lucky Strike; 
the Cities Service Concert; Jack 
Carson for Campbell’s Soup; 
America — Ceiling Unlimited, for 
Lockheed; and Here’s to Romance, 
for Bourjois, as well as several 
less extensive shows. 

Foote, Cone & Belding’s present 
client roster, by offices, is as fol- 
lows: 

New York: American Tobacco 
Company; Barbara Gould; Bour- 
jois, Inc.; Campbell Soup Com- 
pany; Chanel, Inc.; Cities Service 
Company; Commercial Investment 
Trust; Commercial National Bank 
& Trust Company; New York Cen- 
tral System; RKO Radio Pictures. 
Chicago: Armour & Co.; Bea- 
trice Creamery Company; Com- 
monwealth Edison Company; First 
National Bank of Chicago; Frigid- 
aire Division, General Motors; 
Illinois Northern Utilities Com- 
pany; International Cellucotton 
Products Company; Kimberly- 
Clark Corporation; Luxor, Ltd.; 
Majestic Radio & Television Cor- 
poration; Montgomery Ward & Co.; 
Peoples Gas Light & Coke Com- 
pany; Pepsodent Company; Public 
Service Company of Northern Illi- 
nois; Western United Gas & Elec- 
tric Company. 


Much West Coast Business 


Los Angeles: All-Year Club of 
Southern California; Bechtel-Mc- 
Cone-Parsons Corporation; Cali- 
fornia Fruit Growers Exchange; 
Consolidated Steel Corporation; 
Hartwell Aviation Supply Com- 
pany; Lockheed Aircraft Corpora- 
tion; Pacific Mutual Life Insurance 
Company; Purex Company; 
Searles Aero Industries; Security 
First National Bank; Sun Harbor 
Packing Company; Union Oil 
Company; Vega Airplane Com- 
pany. 

San Francisco: Albers Milling 
Company; Californians, Inc.; Cali- 
fornia Processors & Growers; Car- 
nation Company (fresh milk and 
ice cream division); Lindsay Ripe 
Olive Company; Safeway Stores; 
Southern Pacific Company; Sun- 
Maid Raisin Growers Association. 

Messrs. Foote, Cone & Belding 
accept without excitement the fact 
that their first year of operation 
has been an exceptionally stable 
one internally, but to an outsider 
this stability seems to account in 
great measure for their success. 
Only one major executive has left 
the agency during the year—Jack 
Pegler, who resigned as vice- 
president in the New York office 
recently. And remarkably few 
other changes have been made. 
William J. Pringle was advanced 
to manager of the Los Angeles 
office, and major additions to the 
staff have consisted only of two 
men added to the New York office: 
William L. Day, who was for many 
years vice-president and plans di- 
rector for J. Walter Thompson 
before leaving that organization 
late in 1941 for Benton & Bowles; 
and Elwood Whitney, formerly a 
vice-president and senior art di- 
rector for JWT. 


Blue Network 
Starts Campaign 


The Blue Network has started 
its first national publication adver- 
tising since becoming an indepen- 
dent enterprise, with black and 
white pages in The New Yorker 
and United States News. Business 
Week and Fortune also will carry 
the same copy, which is also signed 
by the American Broadcasting 
System, holding company which 
controls the network. 

Newspaper plans are expected to 
be announced soon, with Geyer, 
Cornell & Newell handling the ac- 


count. 


Clyde Bedell Leaves 
Ad Post at Fair Store 


Clyde Bedell, sales promotion 
manager of The Fair, Chicago de- 
partment store, for the pasi two 
years, has resigned effective Jan. 
31, following resignation of James 
S. Schoff as president of the store 
to become president of Blooming- 
dale’s, New York. Mr. Bedell was 
formerly advertising manager of 
Marshall Field & Co., and before 
that was with N. W. Ayer & Son 
and with Butler Bros. as direcior 
of sales and advertising. 

While with The Fair, Mr. Bedell 
was exceptionally active in retail 
advertising and promotion activi- 
ties of the State Stre-t Council, 
wrote the cooperative Chicago ads 
for the 2nd War Loan, and also 
wrote for the Treasury a series of 
3rd War Loan ads which was used 
by retailers all over the country. 
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Drops Raleigh 
Coupons, Closes 
Premium Stores 


Louisville, Ky., Jan. 13.—Those 
coupons on the back of Raleigh 
cigarets aren’t there any more and 
Brown & Williamson Tobacco Cor- 
poration is closing the premium 
stores where many buyers used to 
“cash” their stacks of the familiar 
red-and-yellow coupons. 

Company executives adopted 
this drastic step, after many years 
of promoting valuable B&W pre- 
miums at the stores and through 
catalogs, because of a dwindling 
supply of articles which could be 


offered coupon savers. The de- 
velopment is a wartime expedi- 
ency, however, and no decision has 
been reached on whether to rein- 
troduce premiums at some later 
date. 

In the meantime, Brown & Wil- 
liamson has launched an extensive 
newspaper campaign featuring a 
competitive wartime ‘Does your 
cigaret taste ‘different’ lately?” 
theme. Neither the newspaper 
copy nor network radio shows for 
Raleigh, however, mention drop- 
ping of the coupons. 


Off Kools First 


Actually, the first B&W coupons 
came off the company’s mentho- 
lated Kools last summer, and ship- 
ments of coupon-less Raleigh 
cigarets started out from the fac- 
tory around Dec. 1. Some retail- 
ers, however, are selling coupon- 
included packs still in stock. 


Last fall, through Batten, Bar- 
ton, Durstine & Osborn, New York, 
the company tested newspaper 
copy in Minneapolis, St. Louis and 
Cleveland urging Raleigh smokers 
to redeem regular Raleigh coupons 
in war savings stamps or bonds. 
Also during August, the company 
placed insertions in The American 
Weekly and This Week Magazine 
explaining a new plan in coopera- 
tion with the military services 
whereby the buyer of a carton of 
Raleighs could sign an overseas 
gift card to be sent by B&W with 
two packs of cigarets to fighting 
zones outside the U. S., though not 
to specified individuals. A good 
number of buyers redeemed cou- 
pons for war stamps during and 
after the test, the company said. 

Coupons still outstanding are 
being redeemed by B&W here, 
since premium stores have already 
been closed or are being closed in 


all cities, including New York, 
Chicago, San Francisco, Los An- 
geles and Louisville. 


Placed in 90 Markets 


Russel M. Seeds Company, which 
handles the three network shows 
for Raleigh and Wings cigarets, is 
placing the current newspaper 
schedule built around the “taste 
different” theme. Launched in 
December, the campaign includes 
weekly 1,000, 800 and 600-line 
insertions in more than 100 news- 
papers in 90 major markets 
throughout the country. 

Illustrations picture someone 
whose cigaret tastes different these 
days and a satisfied Raleigh smoker 
who has noticed no difference. 
“Here’s why,” copy explains. 
“There’s no wartime change in the 
taste of Raleigh cigarets because 
Raleighs have ample supplies of 
choicest pre-war tobaccos. Now 


From where we sit it is clear that early-bird advertisers are already 
beginning to “talk transition” in their business paper copy. Of 
course, the war is not yet won and no one wants to “sell the hide 
before we kill the skunk!” But these pace-setting advertising man- 
agers and agency men know that it is their business to look ahead. 


That’s why they are ta/king and writing as well as thinking about 


FREE 


A BRAND NEW, A.B.P. STUDY 
“Transition Themes 


for 


Business Paper Advertisements” 


their companies’ plans for peace. 


“Transition,” according to Webster's, means “A changing from 
an earlier to a later form with the blending of old and new fea- 
tures.” And that’s exactly what we detect in the current trend to 
transition copy in business paper advertisements. With some adver- 
tisers, transition copy is still only a minor part of their story; while 
others already have fully crystallized plans and are running full tilt. 

“Transition Themes for Business Paper Advertisements” is a 
free collection of excellent transition advertisements carefully se- 
lected and annotated by A.B.P.’s headquarters staff. You will find 
it a big help as an idea-producer; to suggest topics and angles for 


your Own transition copy. 


Use the convenient coupon and ask today for your free book. 


etition for busi- 


2 
3 


NAN 


to 


ALERT ADVERTISERS 
ARE ALREADY 
“TALKING TRANSITION” 


To solicit new orders per- 
mitted by relaxed priority 
regulations. 

To announce completed 
company plans for post- 
war, 

To renew acquaintance 
with jobbers and dealers 
who have begun to think 
that they are "forgotten 
men.” 

To advertise new plants 
in strategic locations for 
better distribution. 

To sell specific over-pro- 
duction in certain items. 
To explode popular 
myths about over-pro- 
duction in certain lines. 

To show new models or 
designs ready and wait- 
ing for peace. 

To explain how new war- 
time discoveries will be 
turned into peace-time 
conveniences. 

To set up priority plans 


mal business. 


To tell about normal 
company business to 


speed return of nor- 


countless new industrial 
NS readers. 


| Comp 
Cf the ABP. Annus 31, 1944. 

ness poper a iting to AB. e v' 
Full details may be “en 4 ee t, New York 17, New vor I THE ASSOCIATED BUSINESS PAPERS i 
Room 1713, 205 East 42n Dept. 63, 205 East 42nd Street i 
I New York 17, N. Y. ! 
I Please send me, without obligation, my FREE J 
| copy of "Transition Themes for Business Paper » 
§ Advertisements.” 
Anational association of business publico- 
ARP tions devoted to increasing their usefulness Recht 
to their subscribers and helping adver 
ers get a bigger return on their invest or I 
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aver’ ising 


TASTE DIFFERENT? 


QOES YOUR CIGARETTE 


a 


change! 


Here's why... 


RALEIGHS STAY FACTORY- FRESH LONGER 


he Dest reaming 
agent known plus Ralngh ex inne: wrapper 


you can always on 


Ratcia 


4 +4 
C1GARE TES SY PLAIN O 


There's no wartime change in Raleighs, 
smokers are told in a new sales ap- 
proach for the Brown & Williamson 
cigaret. Copy is running in newspa- 

pers of 90 cities. 


fully-aged and mellowed, the 
brighter, more golden tobacco 
bring you a genuine pre - wa 
smoke, without harsh irritants 
without change in taste.” Raleigh 
stay factory-fresh longer, the cop 
adds, because they are “doubl 
protected by the best moistu 
retaining agent known, pl 
Raleigh’s exclusive inner wra 
per.” 

Raleigh currently is featured o 
two full NBC network shows, R 
Skelton and “Beat the Band, 
while Wings are promoted via 
third half-hour NBC program| 
“People Are Funny.” 


OF 


hstman Ko: 
ontinuing 


Cadet 


Chicago Tribune’ |, . 


Uses Unde-inked 


Paper for Edition | 


Chicago, Jan. 12.—The final edi- 
tion of the Chicago Tribune yes4 
terday was run off on newsprin 
made from pulp containing 5% t 
10% old unde-inked newspaper 
and the venture “proved thor 
oughly successful,” officials sai 
today. The run was made 
demonstrate a method by whic 
the present reduced supply of pul 


has been postponed for two week 
because of inability to secure th 
stock, it was said in New York. 

In the Tribune demonstration 
the presses were run at normal 
speeds and there was no indica- 
tion of lack of strength. The dem- 
onstration was preceded by a test 


run on Nov. 29 (AA, Dec. 6). _}¥# group « 
action, grai 

commer 
Rice to Ruthrauff 


Royden W. Rice, for the past six 
years promotion manager for Ziff- 
Davis Publishing Company, pub- 
lisher of Flying, Popular Photog- 
raphy and scientific and popular 
books, has joined the Chicagog 
office of Ruthrauff & Ryan in aj 
creative and executive capacity. 
Mr. Rice’s father, Royden V. Rice 
has been a member of the R&R 
staff for 19 years. 


3 Join Ayer & Son 


Three men have been added to | 
the staff of N. W. Ayer & Song 
John F. Rourke joining the Newg 
York radio department as program 
director; G. Potter Darrow the 
Philadelphia office as representa- 
tive, and Mark E. Shanberger the 
plans - merchandising department, 
also in Philadelphia. 


of a 


Noonan Advanced 


L. J. Noonan, sales promotion 
manager of Van Camp’s, Inc., In- 


dianapolis, since 1938, has beet cards 5 
named sales manager. Previously, campai 
he had served as division Manager 


on the Pacific Coast for the food 
packing company. 


TASTE "OIFFEREWT" 
WO/ MINES A is 
An, of pre ar tobercon 4 
4 
! 
“Sin 
is 
Pi can be made to go farther. ‘ 
Printing of a full edition of the 
New York Daily News on 
paper, scheduled for this weekeam | 
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CALLS CADET NURSES 


Free Training ... with pay ... in the 
U.S. Cadet Narve Corps 


You're « lucky girl you uniforms are tree. 
wars. 


There'sthe Nurse Corps (ier ap- 
wears 


tuned paid bor... angular 
4 

And al! the pow 


you important Amd think vou se 
part to the war, Even while 


OME OF A OF PREPARED SPONSORED EASTMAN KODAK COMPANY, 


ONfistman Kodak Co. is using 15 national magazines starting this month and 
1" ontinuing through May, to support the campaign for 65,000 recruits for the 
’ U.S. Cadet Nurse Corps. This full-color copy, opening the series, shows the 
winter uniform of the corps. (Story on Page 46.) 


SOY VARIETY AVAILABLE THROUGH RETAILERS 


lis group of soy products is part of a display assembled by the soya products 
ution, grain products branch of the Food Distribution Administration to show 

commercial soya products now available through retail channels. The gov- 
mment, incidentally, endorses no products, and no government endorsement 
S1X of any of the products shown is intended. (Story on Page 28.) 


09- CAMPAIGN PROMOTES FISH AS AN EVERYDAY FOOD 


STILL 5 O'CLOCK 


“Rat dan't wana to go home since you 
vid of that Shadow"! 


“Ry gotty, didns know what life could be 
‘nit found out about Gen Blades!” 


“RAZORS and BLA 


Cartoons by Peter Arno will feature 

the 1944 program of American Safety 

Razor Corp., which will adhere to the 

"5 o'clock shadow" theme. (Story on 
Page 31.) 


BACKS ENTERPRISE 


PROTECT 


Insurance Co. of North America Cos., 
Philadelphia, is releasing this full- 
page color magazine 
for insertion Jan. 29. Alley & Rich- 
ards Co., New York, was recently ap- 
pointed to handle the account. 


Home Todey~ and Serve It Often. fosily and 


tety Prepared in Many Delicious Ways, Fish Gives New 
Taste Thrilisi Modern Markets Offer a Voriety of Fine Fresh 
and frosted Fish and Sea Foods Everyday of the Week! 


entral Fish Co. 


+ TB cards such as this, and a series of painted bulletins are being used in Kansas City by the Mid-Central Fish Co. The 
: “ campaign, designed to develop an appreciation of the food value of fish and encourage its use as an everyday food, 
- be extended later to cities where company branches are located. Borron'’s Advertising Co. is the agency. (Story on 


Page 


REVIEW 


THE WEEK 


ART WORK FEATURES DOLE'S '44 CAMPAIGN 


rutive amps cutitie yoo te sour shure of Bas ation 
Products. tf grecer duces t huppew in have Bute 
Products hiv shetves toda, ask lor them again tomorrow, 


Hawaiian Pineapple Co., grower-packer of Dole products, launched its 1944 

campaign with the January issues of women's magazines. This copy, first of 

the full pages in color, primarily institutional, portrays the story of pineapple 

in a painting by Everett Henry. Copy points out that although quantities are 

going to the armed forces, there is still a supply left for consumers. N. W. 
Ayer & Son, San Francisco, is the agency. 


SALES MANAGEMENT CONFEREES AT BOSTON 


Speaking on "Peace is a Business Proposition,” Miller McClintock, president of 
Mutual, is shown here addressing a session of the Fifth New England Sales 
Management Conference at Hotel Statler, Boston. Listening are (I. to r.): 
Richard Humphrey, president, H. B. Humphrey Co.; Edward Stone, president, 
Employers’ Group; John Shepard Ill, chairman of the Yankee Network, and 
Robert P. Tibolt, vice-president, New England Coke Co., and chairman of the 


conference. 


PICNIC, ARIZONA DESERT STYLE 


. 
5 4 


Goodyear officials and farm writers on a desert picnic in the White Tank 
mountains near Litchfield Park, Ariz., are, left to right: E. J. Thomas, Goodyear 
president; W. Everett Eakin, Goodyear farm editor; D. L. Runnells, Booth farm 
editor; R. S. Wilson, vice-president in charge of sales, and P. W. Litchfield, 
chairman, both of Goodyear; Raymond Gilkeson, editor of the Missouri 
Ruralist and Kansas Farmer; K. B. McMicken, Goodyear farms manager; L. B. 
Skeffington, farm editor of the Gannett newspapers; Arthur H. Zieske, Goodyear 
farms vice-president and business manager; and L. E. Judd, Goodyear director 
of public relations. 


§ 
| 
In- 


HAROLD H 


F, 
( ormerly Executive Editor 


E feel that the news that 

Harold Hutchins is today 

associated with the new 
Hillman Women’s Group will come as 
a welcome announcement to the drug 
and cosmetic industries. This alliance 
brings the experience of a man inti- 
mately known and completely respected 
throughout these fields to the Hillman 
Women’s Group which is making such 
sensational progress. 


During the past eighteen months, many 
well known nationally advertised brand 
names such as Kotex, Tangee Lipstick, 
Drene, Golden Glint, Unguentine, 
Zonite, Trimal, House of Westmore, 
Quest, Kurb, Admiracion, Tampax, 
Winx, Zonitors, Fibs, Tayton’s Cake 
Makeup, Glover’s, Chen-Yu, Maybelline 
and others have come to recognize and 
have decided to take advantage of the 
mass selling opportunities inherent in 
the Hillman Women’s Group. Scores of 
other leaders in the drug and cosmetic 
fields are, right now, building these fast- 
growing books into their plans for ex- 
pansion. 


The appointment of Harold Hutchins 
is a recognition of the important con- 
tribution which the Hillman beauty and 


health pages—both advertising and edi- 
torial — make to the reader interest in 
these women’s magazines. 


* 


UTCHINS 


of American D 


REAL story 
REAL ROMANCEs 


ruggist) 


HILLMAN PERIODICAL BUILDING 
1476 Broadway, New York 18, N. Y. 


333 North Michigan Avenue, Chicago 1 9126 Sunset Boulevard, Los Angeles 46 
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